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There is a better way to distribute 
your business film. Use the services of MopErn. 


Equipment, methods and people are all film-professional. Audi- 


ence knowledge and promotion know-how combine to make 


your business film program successful 
through television, theatre or 16mm audi- 


ences. For MopERN recommendations (with- 


out obligation) call or write nearest office. 


Modern ‘Talking Picture Service, Inc. 


SALES OFFICES 3 East 54th Street, New York 22 / Prudential Plaza, Chicago 1 


210 Grant Street, Pittsburgh 19 / 612 S. Flower Street, Los Angeles 17 / 19818 Mack Avenue, Detroit 36 
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BETTER COVERAGE? 


The other day we were talking to one of our smaller competitors 
with whom we are on quite friendly terms, and he said, 


“Thank heaven, | don't have your overhead." 
And we sald, “Thank heaven, we don't have yours.” 


Shocked, the poor fellow asked, “Why?” 


“*Because,”” we answered, “‘you can’t hardly cover more than one 
people with a parasol.” 


You see, we’ve been in the business a long time (34 years, if your mind 
runs to figures) and we’ve found that the best way to control overhead 
is to keep it just big enough to cover our clients. Clients, like good 
bets, really ought to be covered. We don’t think it’s quite fair to 
promise a client, ““We can do a job for you,” if we really mean, ““We 
and twelve other chaps whom we'll dig up somewhere, somehow.” 


At Wilding we’ve had to face up to the fact that we do have many 
writers, many production people, many stages, and lots and lots of 
equipment, but this is so we can cover our clients with more than 
just a parasol. 


And it's a condition we love to live with! 


CHICAGO: BRoadway 5-1200 NEW YORK: PLaza 9-0854 
DETROIT: TUxedo 2-3740 PITTSBURGH: GRant 1-6240 
CLEVELAND: TOwer 1-6440 CINCINNATI: GArfield 1-0477 


TWIN CITIES: Midway 6-1055 SAN FRANCISCO: DOuglas 2-7789 
HOLLYWOOD: HO 9-5338 AKRON: STadium 4-5514 
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There’s a lot that goes on behind the scenes 
that never shows on the screen. . . important 
things, that require the very best in equip- 
ment. That’s why producers who “‘get things 
done”’ call Charles Ross . . . They choose from 
one of the largest inventories of lighting and 
grip equipment in the east — anything from a 
sleek, powerful DC Generator Truck to a Baby 
Spot. There’s service too! The kind of service 
that, within minutes after your order is 

received, has the equipment on its way to your 

location. You'll find it’s great doing business 


Lighting the Motion Picture Industry Since 1921 
inc. 333 West 52nd Street, New York City, Circle 6-5470 
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“SELLING 


THE 
END RESULT 
FIRST” 


Color Sound Slidefilm 


Here's a power-packed way to 
show your salesmen what it is 
that the prospect actually buys 

. . the “What Will It Do for 
Me?" angle as it relates to your 
product or service. 


How to apply this strongest of all 
sales strategies . . . ways and 
means to strengthen presenta- 
tions for maximum effectiveness 
. how to develop a higher 
percentage of sales from inter- 
views .. . are vividly pictured in 
"Selling the End Result First” 


Time and Energy Saver 


This 15 minute color sound slide- 
film makes it easier to inspire es- 
tablished salesmen with fresh 
enthusiasm, and train new men 
in shorter time for more resultful 
selling. 

ONE IN A DYNAMIC COLOR 

SOUND SLIDEFILM SERIES: 


"Selling Is 
Mental” 


WRITE TODAY FOR DETAILS 
CONCERNING A PREVIEW 


Better Selling Bureau 
6108-B Santa Monica Boulevard 
Los Angeles 38, California 
A Division of Rocket Pictures, Inc. 
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Exacting 
Color Specifications 


. Highest Quality 
Every Time 


* true fidelity color duplicates which 


a go far beyond mere color balancing. 


quality con is the very 
heart of byron’s exclusive * negative-positive color processing 
color-correct process ... using EK 35mm and 16mm negative for 


l6mm release. 


For information and price list, write, phone or wire 


byron Studios and Laboratory 


1226 Wisconsin Ave., N.W., Washington 7, D.C. 
FEderal 3-4000 


1226 East Colonial Drive, Orlando, Florida 
CHerry 1-4161 


PRACTICALLY EVERY 16MM FILM PRODUCER IN THE WESTERN HEMISPHERE IS A CLIENT OF BYRON 
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SELLS YOUR 
STORY 
WAYS 


CONTINUOUS 
COUSINO 
ECHO-MATIC 
TAPE 


Picture on 
Solorbrite 
Screen was not 
retouched or 
stripped in. 


TR1655 (illustrated) $398 LIST 
1655-C (without sound) $225 LIST 


Pictur-Vision introduces 

sound, synchronized with 
‘round-the-clock slide projection. The versa- 
tility of this new unit is astonishing . . . check 
these 6 ways Pictur-Vision can be used: 


1—Snap on the sealed Cousino Tape Repeater for 
a continuous, day-in, day-out commentary. This 
is synchronized with 16 radiant slides changing 
at 9 second intervals. 


2—An impulse on the tape automatically changes 
slides at any interval desired. 


3—Remote push-button control changes the slides 
to keep pace with your commentary. Microphone 
hook-up amplifies voice to any volume with no 
distortion or hum. Ideal for sales training courses. 


4—Telephone hook-up relays your message through 
up to 20 phone sets. Slides and message syn- 
chronized, operates continuously. 


5—High-fidelity musical background repeats every 
20 minutes while 16 slides automatically change 
every 9 seconds. 


6—As a straight projection cabinet, with 16-inch 
Solorbrite screen. 


500-HOUR WORRY-FREE PROJECTION LAMP 
Even in full daylight, the 750-watt lamp projects a full, radiant 
image on the large 16-inch screen. Magnetic 6 x 9-inch 
speaker gives clean, hi-fidelity tone at any volume from a whisper 
to top convention-hall sound. Bleached-mahogany finish cabinet 
of solid plastic Fiberesin will not scratch, burn or water-mark. 


PICTURE RECORDING COMPANY 
a wee, Wi 


RICHT off the NEWSREEL 


Close-Ups and Long Shots on Events of Interest 


ANA Elects Peter Allport as 
New Executive Vice-President 
vy Peter W. Allport, Vice-Presi- 
dent and Secretary of the Associa- 
tion of National Advertisers since 
1951, has been elected Executive 
Vice-President of the A.N.A. 

Allport joined the Association 
staff in 1945 as editor of the 
A.N.A.’s news publications, and 
later he was designated Director of 
Press Relations. 

He was selected for the newly- 
created position at a special meet- 
ing of the Board of Directors fol- 
lowing the death of Paul B. West, 
A.N.A. President. yy 


* 


Dealers to Discuss Industry 
Sales at NAVA Convention 

“Selling to Industry” will be 
the title of a major presentation 
at the 20th annual National Audio- 
Visual Association convention, 
August 6-9, in Chicago, according 
to an announcement by W. G. 
Kirtley, president of NAVA. Par- 
ticipating in the program will be 
Dr. Richard B. Lewis, Tom Clem- 
ens and Jerry Kemp, all of the 
A-V Center, San Jose State Col- 
lege, San Jose, Calif. 

Kirtley also announced that im- 
mediately following this portion 
of the convention program, NAVA 
will make the first distribution of 
a new Association publication de- 
signed to acquaint industrial man- 
agement with audio-visual oppor- 
tunities. The booklet is being 
prepared by the NAVA Industry 
and Business Council and the San 
Jose A-V Center. yy 

* 
Alexander Acquires Cauger’s 
Theater Screen Ad Service 

The Alexander Film Company, 
Colorado Springs, Colo., has re- 
cently acquired the theater screen 
advertising, servicing and network 
of the A. V. Cauger Service, Inc., 
of Independence, Mo., it was an- 
nounced by Alexander President 
Keith Munroe. 

The Missouri firm was started 
25 years ago by the late A. V. 
Cauger and has been operated in 
recent years by his son, Ted. The 
company serviced 525 theaters in 
Oklahoma, Kansas, Missouri, Ar- 
kansas and southern Illinois, and 
had annual billings of approxi- 
mately $50,000. The acquisition 
gives Alexander working arrange- 
ments with 14,000 of the nation’s 
16,000 theaters. Uy 


BUSINESS 


Sales Up, Earnings Down in 
Bell & Howell's First Quarter 
Bell & Howell’s first quarter 
sales were ahead of last year, while 
earnings for the period were lower 
because of new product pre- 
production and marketing costs, 
Charles H. Percy, president, re- 
ported to shareowners at the com- 
pany’s recent annual meeting. 

Sales and earnings for the quar- 
ter cover operations of Bell & 
Howell and subsidiaries, including 
Consolidated Electrodynamics Cor- 
poration, Pasadena, Calif., which 
was merged with the company in 
January. 

On a combined basis, sales of 
$24,068,000 compared with $20,- 
324,000 for the first quarter of 
1959. Pre-tax earnings for the 
first quarter of 1960 were $1,049,- 
000 compared to $1,407,000 in 
the same period last year. Net 
earnings of $573,000, or 15c¢ per 
share, compared with $739,000, 
or 20c¢ a share, for the first quarter 
of 

$500 Farm Film Foundation 
Prize to “Best’’ Rural Film 

The Farm Film Foundation will 
again award $500 and an inscribed 
certificate to the active member 
of the American Association of 
Agricultural College Editors who 
has made, through motion picture 
production, the most outstanding 
contribution to the advancement 
of agriculture, home economics, 
rural-urban relations, and the pub- 
lic interest. 

Any active AAACE member 
who contributes to the film field 
through scriptwriting, photography, 
editing, art work, or overall direc- 
tion, is eligible. Films may be de- 
signed primarily for television and 
or general use, according to Mrs. 
Edith Bennett, executive vice pres- 
ident of FFF. 

The award is established to en- 
courage greater imagination, origi- 
nality and creativity in audio-visual 
production, and to further the ob- 
jective of the Farm Film Founda- 
tion, a non-profit organization. | 


All the Facts on the Awards 

vy From page 24 through many 
other columns of this issue, we 
bring you details on final 1960 
film award programs and selec- 
tions: Columbus, CINE, TV Fes- 
tival; NVPA and SCHOLASTIC .. . 
The films of the year. a 
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Good enough is really not good 
enough these days, particularly in the field of 
film communications ... Perceptive and expe- 
rienced buyers of business films know that 
audiences cannot be informed or favorably 
influenced by films which do not arouse 
attention and sustain interest...OQur team of 
top writers, directors, artists and technicians 


insure superior film communications. 


John Sutherland Productions, Incorporated 


LOS ANGELES 
201 North Occidental Boulevard 
Los Angeles 26, California. DUnkirk 85121 


NEW YORK 


136 East 55th Street 
New York 22, New York PLaza 5-1875 
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FILM OF 
THE MONTH 


yr It would be difficult these days 
to find anyone who isn’t aware 
that oxygen is essential to life it- 
self or that man can do without 
food and water a lot longer than 
he can do without oxygen. But 
many of these same people regard 
the use of oxygen in the treat- 
ment of sickness and accident with 


a certain amount of misapprehen- 
sion and misunderstanding. 

To clear up these faulty and erro- 
neous notions about oxygen, the 
Linde Air Products Company, a 
division of Union Carbide Corpo- 
ration commissioned John Suther- 


land Productions to write “Breath 
of Life,” a 13-minute, animation 
film in full color. 

Primarily designed for hospital 
superintendents and their staffs, 
“Breath of Life” also has appeal 
for the general public. Not only 
does it present factual information 
believably and understandably but 
the film itself is entertaining. It 
demonstrates the various applica- 
tions of oxygen therapy, empha- 
sizes the care with which hospital 
attendants administer this life- 
giving substance, and shows why 
all patients may justifiably have 
confidence in the trained use of 
oxygen in the treatment of acci- 
dent and sickness. 


“Breath of Life” is another exam- 
ple of the superior business film 
the film with the Sutherland touch 

which combines quality enter- 
tainment with factual informa- 
tion to produce maximum results 
for its sponsor. 
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BOB SEYMOUR’S MANHATTAN SOUNDINGS 


vy The Play of the Week, appearing nightly 
on New York’s WNTA-TV and sponsored by 
Esso, has many unusual attributes. What other 
program provides regular one-minute inter- 
missions with no action on the screen but a 
sweeping second hand ticking off sixty? 

The commercials are different, too, on The 
Play of the Week. Recently, Esso has been 
showing the filmed commercials of its foreign 
affiliated companies all over the world. 

After showing a series of a dozen or so 
of these highly entertaining spots Esso asked 
viewers to choose which commercial they liked 
best. 

The winner—not terribly “foreign”—was 
that of Esso of Canada (Imperial), and 
produced right in New York by Elektra Film 
Studios. 

* 


You Didn't Win? Ah, There’s Still Hope! 

ve The film awards are coming thick and fast 
this spring season. It is a rare producer who 
has made any real effort to garner some of 
the wall paper who hasn't come up with a 
few square yards, at least. 

One or two producers, who are particularly 
keen on entering every picture in the vault, 
are said to be having so much trouble finding 
hanging room for the certificates that they 
may have to move to new quarters—or perhaps 
move out some of their creative people to 
make room for the award displays. 

Trouble is that the awards come in all 
sizes and colors. This is disturbing to artis- 
tic minded film producers with any sense of 
decor. 

Perhaps we should start a new and useful 
kind of award. This would be a special cita- 
tion for good films that haven’t ever won any 
other awards. Maybe we ought to hand out 
an “award” to any film nominated by a pro- 
ducer who certified that it was indeed worthy 
and had never scored elsewhere. 

We could then make up the award to suit 
the producer’s office scheme—any size: small, 


for intimate, shy producers, and really big for 
the flamboyant types. Decorator colors— 
aqua, coral, violet, etc—might be an added 
attraction—thus producers could specify a 
mauve 11 by 14 inch award certificate and 
be assured of complete satisfaction, prestige, 
and handsome wall paper, as well. 


* 


An Award That Pays Off for Film Results 

vy Another kind of award we'd like to suggest 
would be the Fred Beach Award. This would 
consist of a framed dollar bill on which 
Remington Rand’s veteran film maker might 
guarantee to affix his short-snorter signature if 
a producer could prove to him that a film 
honestly did the job it was meant to do— 
fancy or not. 


What This Business Needs: More Ladies 

Like the Home Journal’s Berenice Connor 

* It is a pleasure to see more and more 
women achieving recognition as _ successful 
practitioners in audio-visual media. 

A recent case in point is attractive Berenice 
E. Connor, director of editorial promotion for 
the Lapies’ HoME JouRNAL. Miss Connor 
is now traveling from coast to coast with her 
sight and sound presentation, A Man's Guide 
to Women. 

A graduate of the University of Pennsyl- 
vania, Miss Connor was an account executive 
and radio-TV director for two Philadelphia 
ad agencies before going to the Journal in 
1951. Since then she has handled a variety of 
promotional assignments acting as liaison be- 
tween the editorial and advertising departments 
of the magazine. 

Berenice Connor averages about 30,000 
miles of travel annually addressing advertising 
clubs, conventions, sales meetings and women’s 
organizations, as well as making numerous 
appearances on radio and TV. She was 
selected recently by the Philadelphia Club of 
Advertising Women as “Philadelphia’s 1960 
Advertising Woman of the Year.” 


* * 


Heard About Dynaframe? Watch This Page 
yr Woody Siegel and Ed Boughton, of Telic, 
Inc., have been appointed sole agents for 
industrial use of a new motion picture process 
called Dynaframe. 

In essence, Dynaframe consists of dynamic 
expanding and contracting frames introduced 
during production which permit unusual and 
dramatic visual effects. These effects are 
achieved without expensive opticals. A full 
report on the process will be published in 
Business Screen next month. 


ok * 


Paul Hance Crews Are All Over the Map 
vy No summer doldrums are in evidence at 
Paul Hance Productions. Roy Moriarty, presi- 
dent of the company, reports that 32 films are 
scheduled for completion before Labor Day. 
Current production includes crews busy at 
Cape Canaveral for the Air Force, in North 
Carolina for Western Electric, in Baltimore 
for Armco, in White Plains for General Foods. 
The lenses of other units are ogling a Mrs. 


America contest in Yonkers and a Miss Uni- 
verse contest in Miami. 
a 


Sponsors Say, “It’s Better to Know Your 
Producer and the Skills He Can Command” 
vv How much should a sponsor be concerned 
with the actual crew assigned by a producer 
to make his film? Is it enough for the pro- 
ducer to tell his client that the house—overall 
—guarantees technical excellence? Or should 
he offer actual names? 

Producers, many using transient directors, 
photographers, and other creative people, are 
strong to sell the corporate name as the full 
assurance of quality to the client. Not a few 
sponsors are now specifying that the director 
must be X—the cameraman must be Y—the 
writer must be Z—and even the driver of the 
location bus must be specified. 

Producers say that if creative people are 
specified, the stars of the trades will become 
too expensive, the upcoming directors who 
need a chance won't get it. Clients shouldn't 
meddle too much, “If the producer doesn't 
deliver the film you expect—don’t use him 
again.” 

Sponsors say— We've heard that too often. 
We want more than the pablum we've had in 
the past. Sure, any IA cameraman can do 
the job, but a Madison, a Javorsky, a Zucker, 
a Malkames, a few dozen others will make it 
not just good but exciting.” 

There is much to be said from both points 
of view and this column hopes to explore the 
subject more fully later. 


* * 


What’s Going on in the Film World? Just 
Ask Arthur Florman . .. He’s Been Around 
vy Arthur Florman, peripatetic co-proprietor 
of Florman & Babb, Inc., has recently re- 
turned from a 30,000 mile trip visiting film 
production centers in Europe, South America 
and the West Indies. He leaves again in the 
fall to make friends and influence producers 
in Japan, Philippines, Thailand, Pakistan, 
Israel, Turkey and Greece. 

All of this experience in examining and 
advising on production facilities is available 
to independent producers and government 
agencies. For “What's up in Haitian Produc- 
tion?” or “Who wears the directors’ puttees in 
Pakistan?” call Arthur Florman. He knows. 

* * 


New Kenyon Stabilizer Proves Its Worth 
as Jack Squiers Takes It Aloft for Geigy 
vy While shooting a difficult shot from a heli- 
copter over the Geigy plant in Ardsley recently, 
Jack Squiers, Willard Pictures chieftain, had 
occasion to use the new Kenyon Stabilizer, 
which, in effect, operates as an invisible tripod. 
Based on a gyroscopic action, the Kenyon 
Stabilizer holds a motion picture or a still 
camera firm and vibration-free, which is of 
considerable importance when operating from 
such a jumpy platform as a helicopter cockpit. 
Jack Squiers had used the stabilizer pre- 
viously in experimental work during its de- 
velopment period. Brothers Fred and Ted 
Kenyon, neighbors of Jack in Old Lyme, 


(CONTINUED ON PAGE SIXTY-FOUR) 
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PUBLIC RELATIONS - EDUCATIONAL: TECHNICAL: MEDICAL: FARM ...and 


Training is an act. It’s also a process or method. You can 
put on an act for some trainees. For others — most others 
— you prepare a well-planned and helpful road map. From 
the trainee’s point of view, it’s inviting to learn how to 
: get ahead and go ahead and know where you're going; and 
: know, too, how to get there by the best possible (well- 
marked) route. Map makers and training film producers 


share a common responsibility. 


Among our clients 


Atomic Energy Commission 


American Machine 
& Foundry Co. 


American Telephone 
& Telegraph Co. 


Babcock & Wilcox Co. 


E. I. duPont de Nemours 
& Co., Ine. 


Ethyl Corporation 


The Gillette Company 
McGraw-Hill Book Co. 


FILM’ CENTER BUILDING - 630 


American Bosch Arma Corp. 


National Board of Fire 
Underwriters 


National Cancer Institute 
National Cotton Council 
Port of New York Authority 
Schering Corp. 

E. R. Squibb & Sons Div. 
The Texas Company 

Union Carbide Corp. 

U.S. Navy 

Western Electric Co. 


Westinghouse Electric Corp. 


—and many, many others 


frank K. Speidell, President - Herman Roessle, Vice President - P. J. Mooney, Secretary & Treasurer 

Vice-President, Sales: T. H. Westermann 

Producer-Directors: Frank Beckwith Alexander Gansell 
L. S. Bennetts H. E. Mandell 


Harold R. Lipman 
Erwin Schart 
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The U.S. Pavilion at the 4th 
Osaka International Trade Fair 
drew large crowds last April. 


genes OF PEOPLE in 20 na- 
tions throughout the world 
will again witness the ingenuity of 
American business and industry 
through the U.S. Department of 
Commerce annual International 
Trade Fairs program. By the end 
of 1960, thousands of United 
States firms will have exhibited 
their products and methods to 
peoples in all corners of the globe. 

What this means to America in 
terms of international trade and 
economic advancement defies the 
imagination. The direct represen- 
tation of American merchandise 


the picture: 
the client: 
the producer: 


The Delta Orinoco‘ 
Creole Petroleum Corp. 
Willard Pictures, Inc. 


45 West 45th Street, New York 


in foreign countries, made possible 
by the Trade Fairs, is a power- 
ful gesture for world-wide under- 
standing, and a good step toward 
furthering the free enterprise sys- 
tem, its democratic principles and 
our nation’s quest for universal 
peace through world trade. 


Centuries-Old Tradition 

Trade fairs are not new to the 
peoples of foreign lands. In fact, 
they have been going on in Europe 
for centuries. America has been 
slow in recognizing their great po- 
tential for trade, but in the few 
short years that we have been 
participating, beginning with our 
first venture in Bangkok, Thailand, 
in 1954, our exhibits have been 
seen by more than 50-million peo- 
ple at some 75 showings in 27 
countries. And if the statistics 
alone are difficult to conceive, the 
progress they represent is even 
more so. 

The audio-visual communica- 
tions field has contributed mightily 
to this success. Peoples of the 
world are seeing and hearing about 


Worldwide Showcase for America’s Goods 


Helping Build “Tradeways to Peace.” U.S. Business Firms 
Are Taking Part in the International Trade Fairs Program 


the “stuff” America is made of, 
from first-hand exhibitions of mer- 
chandise to motion. pictures of this 
bountiful, progressive country. 

Film “Tradeways to Peace” 

In an effort to show the Ameri- 
can people what is being accom- 
plished in world affairs through 
trade fairs, and to stimulate even 
greater participation in them by 
our industries and businesses, the 
Office of International Trade Fairs 
of the Department of Commerce 
has made a 16mm color film, 
Tradeways to Peace, narrated by 
Walter Cronkite, CBS commen- 
tator. 

The 27'2-minute motion pic- 
ture covers 1959 fairs held in New 
Delhi and Madras, India; Poznan, 
Poland; Lima, Peru; Tokyo, Ja- 
pan; Moscow, Russia; Zagreb, Yu- 
goslavia; Casablanca, Morocco; 
Salonika, Greece, and Barcelona, 
Spain. Available to industrial and 
business groups, television stations, 
community organizations, and 
other groups, the film depicts the 
dynamic Government-industry pro- 
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The Cedar Rapids Engineering 
Company showed an auto repair 
shop at the Osaka Trade Fair. 


gram that is making friends for 
the United States, selling our prod- 
ucts, and spreading the gospel of 
free enterprise. 


Where to Borrow Films 

Requests for free loan of the 
film should be addressed to Public 
Information, Office of International 
Trade Fairs, U.S. Department of 
Commerce, Washington 25, D.C. 
Two earlier color films, Showcase 
for Freedom and Uncle Sam Goes 
to the Trade Fairs, running 132 
minutes each, are also available in 
the same way. yy 
Ep. Note: for news of U.S. films 
going abroad, see col. 1, page 39. 
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ARRIFLEX PRESENTS... 


NEW DIMENSIONS TO THE VERSATILE ARRI SYSTEM 


FOR 
THEATER-QUALITY 
SOUND 

FILMING... 


SYNCHRONOUS 
SIGNAL GENERATOR’ 


Lip-synch recording with %” tape 


The most desired portable professional motion picture 
camera in the field achieves a new dimension...new pro- 
duction versatility...with this Synchronous Signal Gener- 
ator. (Illustrated on Arriflex 16—similar installation also 
available for Arriflex 35.) 


Standard battery operates the governor-controlled DC 


for extreme wide-angle filming... 
TEGEA 5.7mm f/1.8/T2 


SUPER-WIDE-ANGLE 


LENS 


with built-in filter slot for 2” square filters 


4 


and 
special 
lens 
shade. 


This remarkable retrofocus super-wide lens extends the 
scope of Arriflex filming for such applications as instru- 
mentation, architecture and interiors, and for special 
effects. While extreme-wide-angle lenses present finder 
problems with conventional cameras, the Arriflex, because 
of its famous mirror-reflex system, is ideally suited to the 
5.7mm Tegea. 


OPTICAL SPECIFICATIONS: Bench-tested and selected ac- 
cording to critical ARRI tolerances. Unusually even coverage of 
the field in spite of extremely short focal length. Distortion 
corrected to 1.7° for field of 100°. Superb definition over the 
entire 16mm frame. Angular field 113°. 


DEPTH OF FIELD TABLE based on circle of confusion of 025mm (1/1000”) 


motor on the Arriflex—no need for generators or invertors Diaphragm setting Sharp from To 
to supply AC. As camera runs, the Synchronous Signal 2 _ infinity 
Generator produces a 60-cycle current, which is fed to a 28 16” ° 
special recording head mounted on a tape recorder. This 4 14” ” 
puts a control signal on %-inch tape at approximately 5.6 12” ” 
90 degrees to the audio signal. In re-recording to film— 8 10” ” 
magnetic or optical—this control track is amplified and " ” ° 
controls speed of playback, maintaining frame-by-frame 6 8v2” * 


synchronization. 


This unit can be installed on all Arriflex models. 
*Licensed by and compatible with “Rangertone,”” Newark, N. J. 


write for complete literature 


 ARRIFLEX 


APPROXIMATE MECHANICAL SPECIFICATIONS 

Overall length beyond lens mount; 442”; with lens shade; 6” 
Front diameter of lens; 342” 

Weight of lens without lens shade; 30 oz.; with shade; 36 oz. 
Front dimension of lens shade; 4x6” 


CORPORATION OF AMERICA 


id 257 PARK AVENUE SOUTH, NEW YORK 10, N. Y. © 


NUMBER 3 © VOLUME 21 * 1960 11 


> 
| 
* 
e 
4 
= e 
ae 
= 
; 
e 
bad 
e 


A Producer is known 
by 


clients 
he 
keeps 


UNITED AIR LINES 

YOSEMITE PARK & CURRY CO. 
GENERAL PETROLEUM CORP. 

N. W. AYER & SON 
INTERNATIONAL HARVESTER CO. 
SOCONY MOBIL OIL CO. 

UNION PACIFIC RAILROAD 
HAWAIIAN AIRLINES 

DOUGLAS AIRCRAFT CO. 
MONSANTO CHEMICAL CO. 


BURKE DOWLING ADAMS, INC. 
DELTA AIR LINES 


CATE 


SOUTHERN CALIFORNIA EDISON CO. 


1947 
1949 
1951 
1951 
1952 
1953 
1954 
1955 
1956 
1956 
1958 
1959 


1959 


The above list of cur- 
rently active Cate & Mc- 
Glone clients, together 
with the year in which 
our relationship began, is 
an impressive testimony 
of the quality of service 
which this firm has ren- 
dered through the years. 


1521 CROSS ROADS OF THE WORLD. HOLLYWOOD, CALIFORNIA 
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Survey Science 
for 5th High-Speed Congress 


vv Surveys of various fields of sci- 
ence using high-speed photography 
as a basic tool in research and 
development and an exploration of 
new techniques, are the aims of 
the Fifth International Congress 
on High-Speed Photography, Oc- 
tober 16-22, at the Sheraton Park 
Hotel in Washington, DC, under 
the sponsorship of the Society of 
Motion Picture and Television 
Engineers. 

Research and development in 
the science of high-speed photog- 
raphy and the tremendous growth 
of governmental and industrial ac- 
tivity in this field have stimulated 
so much interest in these interna- 
tional forums that they have be- 
come major international meetings 
in which governments, private 
users and manufacturers partici- 
pate, according to Congress Chair- 
man Max D. Beard. 

The United States Senate en- 
dorsed the Fifth Congress in a 
unanimous resolution last August, 
and urged that interested agencies 
of the Federal government take 
part in it. Active participation is 
also planned by other scientific 
and technical organizations, in- 
cluding the Society of Photographic 
Instrumentation Engineers, Society 
of Photographic Scientists and 
Engineers, and the Instrument So- 
ciety of America. In conjunction 
with the Congress, the SPSE will 
hold a two-day symposium on 
processing, October 14-15, to 
cover new, simplified, rapid proc- 
essing techniques, including dis- 
cussion of equipment design and 
chemistry. 

Demonstrations of new  tech- 
niques and applications by par- 
ticipating government departments 
from the United States and abroad, 


— What s NEWS in Visual Communication 


and displays of new products of 
leading manufacturers throughout 
the world, are being assembled for 
the exhibit. 

English, French and German 
will be the three official languages 
of the Congress, with simultaneous 
interpretation to be provided in 
the sessions. 

* * * 

Calvin’‘s Kauffman to Speak at 
3rd Communications Institute 
ye Movie producer Larry Kauff- 
man will be a featured speaker at 
the third annual Institute in Tech- 
nical and Industrial Communica- 
tions July 11-15 at Colorado State 
University. 

Kauffman, director of producer 
services for The Calvin Company 
at Kansas City, Missouri, will 
join the institute faculty to discuss 
techniques of motion picture pro- 
duction, according to Dr. Herman 
M. Weisman, institute director. 

The institute, the only one of 
its type in the Rocky Mountain 
region, wil! include 12 guest lec- 
turers in the communications field. 
These authorities and CSU faculty 
members will lead a program of 
lectures, workshops, problem 
clinics and personal consultations 
designed to expand the back- 
ground knowledge and _ extend 
communications skills of partici- 
pants. 

Kauffman, a graduate of Baker 
University at Baldwin, Kansas, has 
been with The Calvin Company 
since 1956, serving as assistant 
operations manager, sales promo- 
tion manager, and director of 
producer services. Previously, he 
edited the industrial trade journal, 
Hardware and Farm Equipment, 
and worked at two Kansas City 
television stations. 

The CSU institute is an inten- 


(CONT’D ON PAGE 14) 


NEW YORK’S FINEST PROJECTION SERVICE 


® Skilled reliable projection service by a firm with 40 years 


of experience. 


Motion pictures, wide-screen presentations, slide-films, 
opaques, slides. If it is audio or visual we have the most 
modern equipment for the job. Complete commercial sound 


service. Previews arranged in all details. 


Anywhere in the Metropolitan New York Area. 


and McGLONE_ | ‘De Meo Motion Picture Projection Service 


3211 Quentin Road, Brooklyn 34, N. Y. 


ESplanade 5-1227 
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North, South, East or West...No matter where 
you are, what type of film you produce, how 
large or how small your order, General's famous 
service...fast, safe and efficient...is yours... 


°° 
GENERAL 


FILM LABORATORIES 
1546 Argyle, Hollywood 28, Calif. / HOllywood 2-6171 - central division / 106 W. 14th St., Kansas City 5, Mo. / GRand 1-0044 
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Use Victor-Soundview Sound Slidefilm 
Equipment All 3 Ways 


1. It’s a filmstrip and slide projector. You 
can use the Victor-Soundview pushbutton 
projector independently of its phonograph 
when you want to show filmstrips or slides 
only. Choose the projector that fits your 
needs best. Filmstrip and combination 
filmstrip-slide projectors are available in 
500-watt models. 


2. W's a portable phonograph. Want to 
put on a record program? Remove the 
projector from its case and use the Victor- 
Soundview 4-speed phonograph by itself. 
Single case phonograph with detachable 
8” speaker is light in weight. Speaker is 


VERSATILE! 


supplied with 25’ cord so it may be placed 
next to the screen when showing sound 


It’s a fully automatic or manual sound 
slidefilm outfit. Take your choice. If you 
want to show sound slidefilms with audi- 
ble signal specify a pushbutton remote 
control model. If you want fully automatic 
operation specify models with high or low 
frequency controller. And remember that 
only with Victor-Soundview can you build 
up to fully automatic equipment gradually, 
by starting with a basic projector and add- 
ing a component at a time. 


plates protect film from scratches. 


Only Victor-Soundview Projectors offer all these features: 


Simple push-down filmstrip threading. Spring-lock “no-slip” framing. Spin-back 
device for film review. Fast change from filmstrip to slide. Highest quality 5” 
f:3.5 Automar projection lens. Four-element optical system. Efficient fan cooling 
system prevents film damage and burned fingers. Ceramic edge glass pressure 


ASK YOUR DEALER 
FOR A 
DEMONSTRATION SOON. 


SO YEARS OF 
PROGRESS 
1910. 1960 


VICTOR ANIMATOGRAPH CORP. 
Division of Kalart. 
Plainville, Connecticut 


Free Booklet — How Industry Profits from 
Sound Films. For your copy—plus informa- 
tion about Victor-Soundview Projectors— 
mail coupon to Victor Animatograph Corp., 
Div. of Kalart, Plainville, Conn., Dept. | 26. 


(CONT'D FROM PAGE 12) 
sive one-week course for journa- 
lists, scientists, engineers, adminis- 
trators, and others who prepare or 
supervise technical communica- 
tions material, Dr. Weisman said. 

The program covers the entire 
communications area—writing, 
editing, graphic arts, illustrating. 
symbology. and other phases—and 
provides both background and 
specific help for those working in 
the field. 

Since it is scheduled during the 
height of the vacation season in 
Colorado, participants can com- 
bine pleasure with business by ex- 
tending their stay to visit some 
of the mountain recreation areas 
near Fort Collins. 

Full information about the in- 
stitute program, housing accomo- 
dations and recreation opportuni- 
ties may be obtained by writing 
Dr. Weisman at Colorado State 
University, Fort Collins, 

Sunoco Dealers Meet New 
Product in The Road Ahead 

vy Operating on a breath-taking, 
four-week production pace, De 
Frenes Company of Philadelphia 
has produced an effective sound 
motion picture for the kickoff of 
Sun Oil Company’s 200-X gaso- 
line campaign. 

The Road Ahead, designed to 
acquaint Sunoco dealers with the 
new product, answers the question, 
“What lies ahead for Sunoco deal- 
ers?” A typical dealer is guided 
through Sun’s automotive labora- 
tories and shown the need for and 
subsequent development of 200-X 
gasoline, a regular priced motor 
fuel with premium ingredients, de- 
veloped to satisfy the changing de- 
mands of the motoring public. 

Exceptional color cinematog- 
raphy vividly illustrates examples 
of engine wear and performance, 
convincingly demonstrating the 
desirability of using Sun’s new 
product. 

Sixty prints of the 16mm color- 
sound film were produced by Cap- 
ital Film Laboratories, Washing- 
ton, D.C., and shipped to dealer 
meetings all over the United States 
and Canada. 

The film, demonstrating Sun’s 
Custom Blending system with the 
new 200-X convinces the dealer 
that he is well prepared to meet the 
challenge of The Road Ahead. 

* * * 
Harnischfeger Gets Action 
vy Milwaukee’s famed Harnisch- 
feger Corp. recently took delivery 
from Reid H. Ray Film Indus- 
tries on a film made in record 
time. See our next issue. Va 
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PARTHENON ‘ PICTURES 


HOLLY WOOD 


“No producer in his right 
financial mind ... would make 
a drama on birth control, even 
though there are millions of 
people who are interested in 
the subject.” 


These words appeared in “Look” 
Magazine at just about the time 
Parthenon Pictures began shoot- 
ing a film for the Planned Parent- 
hood Federation of America. 


And, like the bees which haven't 
heard that from every engineering 
viewpoint they are unable to fly, 
Parthenon produced a dynamic 
new tool on child-spacing and 
family planning titled .. . 


“FAIR CHANCE” 
COLOR & SOUND - 14!/, MINS. 


The reception of FAIR CHANCE 
by leaders in all fields has been 
interesting .. . 


BERTHA LANDERS (Prominent edu- 

cational film reviewer) : 
“A dramatic and timely story with 
an important message. A film with 
widespread appeal . . . There is 
nothing offensive in this film that 
would disturb anyone—a factual 
script presented with sensitive and 
dramatic visuals. Good acting 
throughout. Recommended.” 


HAROLD KLINGLER, M.D. (Director, 
Montgomery Alabama Department 
of Public Health): 
“We feel FAIR CHANCE has a 
definite place in our film library. 
It is useful for PTA _ groups, 
nurses, social workers and for 
marriage counselling.” 


DANIEL S. LiIRONES (Consultant, 
University of Michigan) : 
“An excellent production, straight 
to the point with a well docu- 
mented argument. I’m happy it 
does not preach.” 


Dr. GEORGE BaGBy ( Methodist Board 

of Education) : 
“I welcome FAIR CHANCE for 
its attractive format and for its 
simple and graphic portrayal of 
the crucial significance of sound 
and healthy information on family 
planning for our generation.” 


PITTSBURGH PoOST-GAZETTE 

(Editorial) : 
“FAIR CHANCE brings home to 
the viewer the need to preserve 
every child’s birthright—a warm 
welcome into a capable, healthy 
and loving family. We hope the 
excellent film gets the wide audi- 
ence it deserves.” 


ALAN F. GUTTMACHER, M.D. (Chair- 

man, National PPFA Medical Com- 

mittee) : 
“Our Medical Committee has 
viewed FAIR CHANCE and finds 
it an admirable and authentic 
presentation of some of the medi- 
cal as well as other reasons for 
family planning. This information 
is presented in an appealing true- 
to-life story form.” 


PARTHENON PICTURES 


Charles Palmer, Executive Producer 


2625 Temple St. * Hollywood 26 
Chicago e Detroit 
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WASHINGTON FILM COMMENTARY 


by Mary Finch Tanham 


New Air Force Astronautics 


Washington Correspondent for Business Screen 


Broadway in New York. Walter 


Film is “Out Of This World” Lynch is Capital’s sales and ser- 
< vx Hercules Powder Company is _ vice representative in that area. 
sponsoring a film on propulsion, * * 

a: tentatively titled Out of This Alcoholic Parents Are Subject 


World, as part of the Air Force's 
series of sponsored films on astro- 
nautics. Farrell and Gage of New 
York is producing the 14-minute 
color motion picture. 

The A. F. astronautics series 
was kicked off by AVCO’s Down 
to Earth, a film on re-entry from 
space into the earth’s atmosphere. 
When completed, the series will 
cover all phases of shooting man 
upstairs and back again. 

* 
Preview Two New Pictures in 
Chemistry Series by Sutherland 
vy The Manufacturing Chemists’ 
Association, Inc., has recently 
held a Washington preview of the 
third and fourth films in the series 
of educational motion pictures 
being produced by John Suther- 
land Productions, Inc., for use in 
the teaching of chemistry at the 
high school level. 

The latest films, iiled Chemis- 
try of Water and Oxidation-Reduc- 
tion, both in color, have been de- 
signed to present material which 
cannot be demonstrated well in 
the average high school laboratory. 
Two more of the 15-minute films, 
Sodium and Nitric Acid, will be 
released next spring. 

First two films of the series are 
recent award winners. Chlorine: 
A Representative Halogen was 
cited in the educational division 
of the NVPA competition. A 
SCHOLASTIC award went to Com- 
bustion, as an outstanding educa- 
tional sponsored film. 

Charles E. Wallace of MCA 
says, “The training of an adequate 
number of qualified scientists and 
technologists probably will remain 
a major challenge to the nation for 
years to come. We like to feel 
that the teaching aids being pro- 
duced by private industry are con- 
tributing to the successful culmi- 
nation of this important project 
which will have a bearing on the 
lives of each of us.” 

These films are all distributed 
by Classroom Film Distributors. 


Capital Film Labs Has New 
Address in the Manhattan Area 
ve Capital Film Laboratories’ new 
Manhattan office is located in the 
Paramount Building at 1501 


Of New Film by Potomac Group 
vy Smack dab on the heels of an 
eye-opening TIME story about the 
Alateens, national teenage clubs 
for children with alcoholic parents, 
Potomac Films, Inc., headed by 
Jarvis Couillard and Nicholas 
Read, announced completion of 
a 20-minute color film titled Joe’s 
Parents Drink. (Attention, Psy- 
chologist Gesell: the original title 
was The Child From Five to 
Seven-Thirty. ) 

The film is sponsored by the 
American Temperance Society, is 
straight dialogue, with a cast from 
Washington’s Arena Players. 

Potomac, which is specifically 
interested in films which deal with 
cultural advancement in the mod- 
ern age, continue with their film 
interviews, Writers of Today, for 
the National Educational Tele- 
vision Network. For this same 
sponsor, they are producing a 
half-hour film featuring Judge 
Learned Hand, who will read and 
discuss his basic decisions and 
contributions to American law. 

These producers have also ac- 
quired distribution rights to the 
spectacular film which pictures 
“Operation Noah,” the Kariba 
Dam wildlife rescue program in 
Southern Rhodesia. The film, 
recently previewed at the Smith- 
sonian Institution, is titled Bring 
Forth Every Living Thing. 


Take a Trip! ... USDA Needs 
Foreign Agricultural Films 
vy Ole! Want to make a picture 
in Mexico? Retire in Spain? Take 
a vacation in Greece? If you can 
use “blocked currence y”—or, 
spend it where you make it—the 
U. S. Department of Agriculture 
is looking for—you. According to 
Jim Gibson of USDA, there are 
pictures to be made through their 
Foreign Market Development Pro- 
gram, particularly in Latin Ameri- 
can and Far Eastern countries. 
The various trade associations 
which are selling surplus agricul- 
tural products—and Agriculture— 
overseas have a cooperative agree- 
ment for making these motion 
pictures. For more information, 
write to Jim Gibson, Department 
(CONTINUED ON NEXT PAGE) 
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for a little extra effort 


e Sound e Editorial 


e Laboratory Services 


Capital 


CAPITAL FILM LABORATORIES, INC. 
1905 FAIRVIEW AVENUE, N. E. 
WASHINGTON 2, D.C. 
PHONE LAWRENCE 6-4634 


WASHINGTON: 
of Agriculture, Washington 25, 


* * * 


Another Visual Success Story: 
Sales Film Brings Returns 

vy There are some things that only 
films can do. According to Ernie 
Schultz of Rogers and Collins 
Advertising Agency in Baltimore, 
Maryland, on the strength of a 
Milner-Fenwick animated film 
which cost $5,000, $2 million 
worth of Geroter-May storage bins 
with pulsating panels have already 
been sold to industry! 

With a lucite model of a G-M 
storage bin, plus animation, 
Milner-Fenwick was able to show 
how the panels keep things like 
coal from sticking to the sides. 

. . . Other news from Milner- 
Fenwick, Inc. These producers 
have just completed a film for the 
United States Information Agency, 
titled Beyond Silence, the story of 
teaching methods used in Galludet 
College for the deaf. The 13- 
‘minute, black and white film will 
be released by USIA and trans- 
lated into many languages. 

... For USIA also, Milner-Fen- 
wick is producing a film titled 
American English. Half animated 
and half in live action, it will show 
how all kinds of Americans—of 
all descents, in all sections of the 
country—speak the English lan- 
guage. 

They are also producing, for 
the National Foundation, a com- 
plex 30-minute color film on 
Mitosis—or what happens when 
two human cells divide. This gene- 
tics film will be aimed for doctors, 
scientists, and med students. 


* * * 


“Eddie O’Brien—The Writer” 

vy “Eddie O’Brien—The Writer,” 
is the name of the new script 
writing service formed by Edward 
A. O’Brien Jr., formerly with 


RECORDING SYSTEM 


tudio and Portable 


i FILM PRODUCTIONS i 


A name synonomous with quality film production 


TELEPHONE Walnut 4400 


40’ x 60’ Sound Stage Complete with 35 mm and 16 mm Interlock 


Scripts by Oeveste Granducci, Inc. 
He has been actively engaged in 
films for thirteen years and has 
written and directed many prize 


winning films. 
* * 


ASFA Selects Science Films 

for University of Cairo, Egypt 
vy The American Science Film 
Association is on its way and has 
already begun to acquaint the 
world with America’s scientific 
progress. In cooperation with the 
U.S.LS. post in Cairo, ASFA 
selected films for a recent science 
film exposition which was held at 
the University of Cairo. 

Dr. Randall M. Whaley, dean 
at Purdue University, and chair- 
man of ASFA’s organizing com- 
mittee, opened the meeting and 
presided at all sessions of the 
highly successful show. Dr. 
Whaley reports that there were 
more requests for science films 
than could be met; the meeting 
has also led to inquiries from 
other countries for similar pro- 
grams. 

Dr. Robert Green of the Na- 
tional Academy of Science was 
recently an observer from ASFA 
at the International Science Film 
Ass’n.’s research section meetings 
at Roscoff on the Brittany coast. 
Other observers were Richard 
Elmendorf from the Office of 
Science Information of the Na- 
tional Science Foundation, and L. 
P. Greenhill, psychological cinema 
register, at Penn State Univer- 
sity. 

ck * 

Army’s Guidance Film Series 

vy Employing the “Harvard school” 
case method of instruction, the 
Army has produced over fifty 
leadership and character guidance 
films for training classes and chap- 
lain’s groups. These short, dy- 
namic films pose hypothetical prob- 
lems which are not solved on the 
screen, but which are tossed to 
the viewer for group reaction. 


7100 DOUGLAS ST. | 
OMAHA 32, NEBRASKA | 
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Pa PROFESSIONAL FILM MAKERS DEMAND! 


GUARANTEED 
INSPECTION AND 
STAMP OF APPROVAL 


roducers, directors, cameramen, photo-instrumentation and audio-visual engineers 
me to us for products, equipment repairs, information and ideas because of our 
pw-how and experience as pioneers in the photographic industry. Our staff of 
gineers and technicians learned on the firing line of practical application. 


MANUFACTURER'S 


New CECO Weinberg- -Watson Remote Con- 
for trol 16mm Stop Motion Projector (absolutely flicker- 
wa Sy LOWEL-LITE Kit with Gaffer Tape less). Also CECO 35mm Stop Motion Projectors. 


(A lighting unit which attaches 
to walls, shelves, stands, pipes . . . 
most anywhere) 


. 


Ber full Gamers Equement G..nc 315 West 43rd St, New York 36, N. Y. 


— JUdson 6-1420 


JARO-Salford Professional Light 


Exposure Meter with Carrying Case in formati on 


and price 
of each 
product, 
send this 
postage-free 
card now!!! 


Gentlemen: I am interested in the items checked below. 
Please rush me more free information on these products 


CECO 1000’ Magazine for Arri 35 ) Editing Gloves and Supplies 
NOMAD Sound Recorder/Reproducer [|] MOVISCOP 16mm Film Viewer 
JARO-Salford Light Meter (} CECO Portable Power Supply 
CECO Weinberg-Watson Projector () JEFRONA Cement—GTC-9 Cleaner 
LOWEL-LITE Kit (] PRECISION Sound Readers 
PROSKAR Anamorphic Lens {] CECO Film Cleaning Machine 
COLORTRAN Lighting Equipment () COLORTRAN Polecats 


Oo00000 


Title. 


NOMAD Tronsistorized 
Sound Recorder /Reproducer 
(Lightweight—completely portable) *CECO — Trademark of 


Camera Equipment CO., Inc. 


LABEL 
: 


BEFORE DECIDING TO BUY, RENT, LEASE OR REPAIR YOUR EQUIPMENT, 
CHECK WITH CECO. ADVICE FROM CECO MEANS MONEY IN YOUR POCKET 
wd We provide the same 
ae precision repair service for 
i your equipment that we 
i _ give to our own gigantic stock 
of rental cameras, editing, 
: lighting and other equipment. 
i MOVISCOP 16mm Film Viewer 
PRECISION Sound Readers 
5 (3 models — Optical, Magnetic, 
Optical-Magnetic combined) 
COLORTRAN Polecats 
os (telescoping columns) for 
Attaching Equipment, Lights, ¢ 
i, (Various heights available) 
Ping New CECO Portable Power Supply for 
Auricon Cine-Voice Camera 
PROSKAR Projection and Photo- 
graphing Anamorphic Lens for Fi 
New CECO Film Cleaner Vémnm Comores and Projectors 
and Cleaning machine 
a 
COLORTRAN Lighting Kits and Equipment 
PERMIT No. 4236 |: 
New York, N. Y. |: im New York: 
Sec. 34.9, P. 1. &R. |: Camera Equipment Co., Inc. 
315 W. 43rd St. 
New York 36, N. Y. 
BUSINESS REPLY MAIL a JUdson 6-1420 
NO POSTAGE STAMP NECESSARY IF MAILED IN THE UNITED STATES : in Florida: 
3 CAMera Equipment Co., inc. 
POSTAGE WILL BE PAID BY : of Florida, 1335 E. 10th Ave. 
Hialeah, Florida of 
ena : TUxedo 8-4604 JEFRONA Film Cement & 
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TREET Camera Equipment Co., Inc. 
DEPT. 63, 315 WEST 43rD S : 6510 Santa Monica Blvd. 
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FilMagic-Long Life; Product 


Merger for Tape Maintenance 
vx A product merger between two 
suppliers of materials for the 
audio-visual industry has been an- 
nounced. 

Electrical Che mical Specialty 
Company, of St. Paul, Minn., and 
The Distributor’s Group, Inc., of 
Atlanta, Ga., will combine their 
products, known as Long Life 
Fluids and FilMagic Pylons. 

The FilMagic Pylon is a_pat- 
ented applicator designed for sili- 
cone lubrication of recording tapes 
and magnetic heads. This product 
was developed by W. Wells Alex- 
ander and Russell M. Magee of 
The Distributor’s Group. Both 
are originators of silicone products 
for the audio-visual industry and 
the textile field. 

Long Life Fluids were devel- 
oped by Laurance B. Lueck, 
chemical consultant and manufac- 
turer. 

The result, which is currently 
being introduced as the FilMagic- 
Long Life Tape Maintenance kit, 
will be sold through established 
dealers in all segments of the tape 
recording and magnetic products 
field. Representatives for both 
companies will offer the various 
FilMagic products as well as the 
Long Life materials. 

The primary combination Tape 
Maintenance kit will consist of a 
FilMagic Pylon (either flange-type 
or suction-cup as optional), extra 
FilMagic sleeves, and one bottle 
each of the Long Life Head 
Cleaner and Tape Conditioner 
fluids. Complete price is $3.45; 
the fluids available in larger pack- 
ages. 

The Distributor’s Group has an- 
nounced that it will no longe- 
produce FilMagic Re-Loader fluid. 
and Electrical Chemical Specialty 
Company will abandon the Tower 
applicator. 


At Liberty 
PRODUCER 


25 years in motion pictures as a 
Writer, Editor and Cinematographer. 


Major Firm Company 
BACKGROUND 


in Entertainment, Shorts, Documen- 
tary, Industrial & Commercial Films. 


FREE TO TRAVEL 
Assignment . . . or staff position. 
Write Box BS-60-3A 
BUSINESS SCREEN MAGAZINE 


7064 Sheridan Road, Chicago 26, Ill. 
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--- Solved two big retail 


demonstration problems for Johnson 


yy 1. Dealer Cooperation. 


Johnson asked: How can we get 
dealers to use motion picture 
demonstrations of outboards? 
Bell & Howell joined with Johnson to create a special 
promotional package built around the famous Filmo- 
sound 16mm projectors. Johnson salesmen took it into 
the field, used it to convince dealers of the ease, speed and 
economy of showing prospects, demonstrations on film. 


FINER PRODUCTS THROUGH IMAGINATION 


i960 


OM 
2. Keeping the 
plan in action! 


(\ 

Bell & Howell, with the largest 
nationwide network of Audio-Visual representatives, pro- 
vides Johnson dealers with expert service and on-the-spot 
training. These are just two examples of Bell & Howell 
A-V service in action. Call or write us for details on how 
our products, experience and service can work for you. 


}» Bell & Howell 


7108 McCORMICK ROAD, CHICAGO « AMBASSADOR 2-1600 
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_ World-Famous Suppliers Of Professional Movi 


An Easy Way to Hold Things Up 
... Anywhere, Lights « Props « 
Backgrounds « Mikes 
Without Nails or Screws 


per set 

consisting of: 
2—3-piece poles 
7—fittings 
1—110” cross bar 


oll of ba Adjustable from 
ts, etc. Perfect for location filming. 82’ to 121%’ 


POLE SET 
1042’ to 15’ 
$38.95 


F & B POLE SET is a featherweight, telescoping aluminum 
column with an expansion ‘spring in the top. Adjust it once 
to your ceiling height with locking collar. Then just spring it 
in and out of place as you please. Rubber pads top and 
bottom protect ceilings and floors... can't be knocked over 
and takes less floor space than a silver dollar. A perfect, 
mobile, lightweight support for lights. Two POLE SETS with 
cross piece and —_ can be used to hold a roll of back- 
ground paper, props, fla 


Individual Parts: 


3 piece Pole 3 piece Pole Cross Bar 


(110) with 
5 fittings 
$8.50 ea 


More PORTMAN ANIMATION 
STANDS Sold To:. 


1595 ser at 


© Robert Tinfo Technical 
A rugged precision and versatile 


Animation 
© Bay State Film Productions 
animation stand that offers more 
than 40 accessories for special 


© Walter Craig Productions 
animation and effects. 


* Ayacucho Cine, Caracas 
© Ford Motor Company 
© Rembrandt Films 
© Ansel Studios 
Corwin Studios 
- 
AVAILABLE NOW: 
New ACME-PORTMAN 16mm-35mm interchangeable , 
camera with ball-bearing mounted cam-rackover. 
Write for descriptive folder and price list. 


Mayo Clinic 
Slide-0-Chrome 


7¥2 Voilt—Power- 


NEW F & B POWER-MITE 
NICKEL CADMIUM BATTERIES 


15 Volt—Power- 
Mite battery 
(12 cells) ....$135.00 
Attached voit- 
meter— 
optional ......$ 20.00 
Battery 
Charger .....$ 29.50 
Charging Rate 
Ammeter ...$ 10.00 


F & B's Power-Mite batteries can be sup- 
plied in any combination to power prac- 
tically all cameras, recorders, etc. All the 
features are absolutely guaranteed by 
fF & B. The Power-Mite nickel cadmium 
battery is unconditionally guaranteed for 
one full year. SPECIAL BATTERIES CUSTOM- 
BUILT TO YOUR ORDER 


For Complete Information On Any Item, Write: 


F LORMAN « BABB, inc. 


68 West 45th Street New York 36, New York MUrray Hill 2-2928 
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setul Picture 


Career Guidance for Selling: Research & Development Work 


Through the Mirror; New Film 
On Good Selling Techniques 
vy A new motion picture to in- 
terest young people in careers in 
selling and to help instructors to 
demonstrate the fundamentals of 
good selling techniques has been 
produced by The Jam Handy Or- 
ganization. 

Through the Mirror, a 27-min- 
ute presentation demonstrating 
how a salesman may appear to 
best advantage in the eyes of a 
prospective customer, is designed 
and tested for classes in business 
education, distributive education, 
vocational guidance, and adult 
education. 

The new picture may be ob- 
tained for purchase or for rental 
directly from The Jam Handy 
Organization, 2821 East Grand 
Boulevard, Detroit 11, Michigan, 
or from all Jam Handy regional 
film representatives. 


* * 


Armed Forces’ Films Show 
Science, Engineering Careers 
yy Two new 16mm sound films 
have recently been released by the 
Armed Forces through United 
World Films, Inc., New York. 

The first, Look Toward Tomor- 
row, is a 29-minute color film for 
student guidance in considering 
post-graduate employment. It de- 
picts the research and development 
facilities, as well as activities of 
the Army technical services: Sig- 
nal Corps, Ordnance, Engineers, 
Chemical Warfare and Quarter- 
master Corps. The motion picture 
further highlights the role of ci- 
vilian scientists and engineers in 
significant work accomplished and 
currently in progress. 

The second film, Career Oppor- 
tunities in ARDC (Air Research 
and Development Command), is 


a 22-minute color production cov- 
ering Command centers, where 
military and civilian scientists, en- 
gineers and technicians work as a 
team on projects for the conquest 
of time and space. 

Prints may be obtained on a 
sale basis only at the Government 
price from United World Films, 
Inc. (Government Dept.), 1445 
Park Ave., New York 29, N.Y. 
Write for details. 


* * 


1960-61 Free Film Catalog 
From General Motors Library 
vy General Motors Film Library 
offers its 1960-61 catalog of non- 
commercial films available free for 
group showings. 

Fifty titles are offered in cate- 
gories such as Safety and Driver 
Education, Instructional, Industry, 
Sports, Special Interest, and Gen- 
eral Subjects. Descriptions and 
still photographs are included to 
aid in selection. 

Some of the outstanding films 
offered are: 

— American Harvest, “an in- 
spirational documentary of Amer- 
ica; its natural resources, its fac- 
tories, and its people.” 

— Safe As You Think, an en- 
tertaining and amusing film stress- 
ing the importance of safety 
consciousness in everyday life. 

— Fishin’ For Fun, “drama 
and action for anyone who ever 
caught a fish—or wanted to!” 

— Selling America Today, a 
sales training film that “brings Ben 
Franklin back to life to personally 
demonstrate his penetrating anal- 
ysis of salesmanship.” 

To make use of this library, 
write to General Motors Corpora- 
tion, Public Relations Staff—Film 
Library, General Motors Building, 


MOTION PICTURE PRODUCTION, 
EDITORIAL and TECHNICAL SERVICES 


igh 


JOSEPH JOSEPHSON 
Circle 6-2146 


BUSINESS 


FOR BETTER FILMS 


CREATIVE EDITING AND COMPLETE 


45 West 45th St. 
New York 36 


SCREEN MAGAZINE 


| 
4 
tae B Solicits Your Bid Requests. None Too Big...None Too is 
ats ~ Small. Lowest Possible Prices For Top Quality And Service. 7 
% 
E 
with Clamp with Clamp 
844! to 121’ 1042’ to 15’ 
$8.50 ea $9.50 ea 
. 
2 
; | 
Detroit 2, Michigan. 
hi: 
| | | 
20 


Complete Processing Facilities 
For All Your Film Require- 
ments . . . Color and Black 
and White 


ASSOCIATED 
SCREEN 
INDUSTRIES, LTD: 


DU ART FILM LABORATORIES, INC. 
TRI ART COLOR CORP. 


TRI 


ART | 
COLOR 


(4 subsidiary of Du Art Film Labs., Inc.) 


245 West 55th St., New York 19, N. Y. * PLaza 7-4580 


IN CANADA: ASSOCIATED SCREEN INDUSTRIES, Ltd. * 2000 Northcliff Avenue, Montreal, Canada 
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Mite-E-Lire! 


MIGHTY 
HANDSOME! 


MIGHTY 
EFFECTIVE! 


it’s the new DuKawe Mitr-F-Lire 


Here’s a professional-quality sound slide-film projector, 
all-new from DuKane, the world leader in audio-visual 
point-of-sale helpers. It’s the world’s lightest—only 10% 
Ibs.! New features . . . Redi-Wind film take-up elimi- 
nates rewinding ... Two-speed phono takes records up to 
12”... New low price—only $104.50! Send in the coupon 
for further information and a demonstration at your 
own desk by your local DuKane dealer. 


Address 
City & State 


> 13,725,619 per- 
sons viewed United States Steel 
Corporation’s motion pictures dur- 
ing 1959, a year highlighted by 
the introduction of two new films, 
Rhapsody of Steel (produced by 
John Sutherland) and the award- 
winning Plan for Learning, an 
MPO production. 

Comprising school, business and 
professional groups, as well as the 
general public, this vast audience 
saw about three dozen films, pro- 
duced by the company, in 47,716 
separate showings, including sev- 
eral hundred viewings abroad. 


Award-Winning Pictures 

One of the new productions, 
Plan for Learning, won a 1959 
School Bell Award, presented by 
the National Education Associa- 
tion, for “distinguished public 
service advertising in behalf of edu- 
cation undertaken during the school 
year, 1958-59.” 

This color film, shown before 
1,371 groups and featured by NEA 
in a series of television programs 
reaching more than a million view- 
ers, suggests how communities 
faced with a need for additional 
classrooms, can go about getting 
new schools approved, designed 
and built. 


Doesn’t Count “Rhapsody” 

The corporation’s other new re- 
lease of 1959, Rhapsody of Steel, 
was not officially included in this 
latest survey. This feature has been 
hailed by movie critics throughout 
the nation as one of the finest 
theatrical shorts ever made. Re- 
leased in early December, Rhap- 
sody is a 23-minute animated color 
film tracing the history of steel- 
making and plotting the round-trip 
journey of steel from the day in 
pre-history when an ore-laden me- 
teor from outer space fell to earth, 
to the present when man has re- 
turned the metal into space in the 


DuKane Corporation, Dept. BS 50, St. Charles, Illinois 

Tell me more about the all-new DuKane Mite-E- Lite. 
Name 

Company 


Studios Incorporated 33 West 46th Street New York 36, New York JUdson 2-3606 


Sponsor's Report on 1959 Audiences: 


Over 13 Million View U. S. Steel Films 


BUSINESS 


form of missiles and satellites. It 
is scheduled to “play” motion pic- 
ture theaters throughout the coun- 
try, and will continue to be ex- 
hibited solely in movie houses in 
1960. 

One of the last year’s attractions 
was another theatrical short, The 
Five-Mile Dream, produced by The 
Jam Handy Organization. A story 
of the bridging of Michigan’s 
Straits of Mackinac, this mo- 
tion picture was also exhibited in 
commercial theaters only, and 
reached an audience of 3,359,633 
persons. 

Popular non-theatrical U.S. Steel 
film subjects shown during 1959 in- 
cluded Practical Dreamer, a pic- 
ture seen by nearly 2,500,000 
viewers, offering tips to the house- 
wife for planning a kitchen to fit 
her family’s needs; Mackinac 
Bridge Diary, a detailed pictorial 
review of building the world’s 
longest suspension bridge and seen 
by more than 2-million people; and 
Jonah and the Highway, a 1958 
Freedoms Foundation Award- win- 
ner, also produced by Sutherland, 
was shown to an audience of over 
a million. 

Film Used for 22 Years 

An old-time favorite, Stee/— 
Man’s Servant, one of the first 
Technicolor industrial films made 
22 years ago, again took top honors 
as the film most often scheduled. 
Before going into permanent re- 
tirement December 31, the film, 
during two decades, had been shown 
104,173 times to 9,853,943 per- 
sons, primarily school audiences. 
The steel company plans to replace 
this veteran with a new, up-to-date 
series of films. a 


Ep. Nore: since its release, Rhap- 
sody of Steel has won top honors 
at 1960 film award programs 
throughout the U.S. and has been 
selected for overseas festival use. 
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straighten out your slide film problems with sound by RCA! 


Watch your slide presentation spring to life when you add RCA With RCA Custom, you can draw on the world’s largest 
sound narration! When RCA Custom does the job, you wind up __library of music-for-slides ... plus a complete selection of special 
with a perfectly edited, permanent story always ready tosellfor you. — effects that add tremendous impact and vitality to your showing. 


Only the best sound can keep viewers’ attention focused on your RCA’s markedly superior slide film sound service is competitive- 
presentation. RCA high fidelity is the finest sound anywhere. — ly priced. Won’t you check with your nearest RCA office now? 


RCA CUSTOM RECORD SALES 
New York: 155 E. 24th St., MU 9-7200 * Chicago: 445 N. Lake Shore Dr., WH 4-3215 * Hollywood: 1510 N. Vine St., OL 4-1660 
¢ Nashville: 800 17th Ave. S., AL 5-6691 * Canada: RCA Victor Co., Ltd., 1241 Guy St., Montreal; 225 Mutual St., Toronto 
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‘ Award winner David Doyle (2nd from left), of Bay State Film Pro- 
: ; ductions, with (1 to r): O. H. Coelln, Business Screen; president 
i Dan Prugh; and Ralph Hoy of Alcoa, chairman of CINE Committee. 
| Columbus Presents Eighth Annual Awards 
i @Ohie Civie Groups Heneor Year's Best Films at Awards Dinner 


pee FiLM MepivuM, with special | Chamber of Commerce of that city 
emphasis on motion pictures joined in sponsorship of the Eighth 
that inform and inspire adult and Annual Columbus Film Festival. 


youth groups within the commu- 
2 nity, owes a special word of tribute 
to the good people of Columbus, 
Ohio, the “Athens of the Middle 
East” and a typical “All American” 


city. 
je On May 4-5, the Film Council 
Sih Se of Greater Columbus and the Area 


The event culminated many weeks 
of reviewing and pre-judging of the 
209 films entered in various Festi- 
val categories. 

Seven motion pictures, rated as 
“superior” by Columbus jurors, re- 
ceived the top Festival award: the 
“Chris” statuette, a replica of the 


city’s namesake landmark which 
stands at the entrance to City Hall. 
Nearly 100 additional films were 
given Chris Certificate Awards. Of 
these, more than 60 were spon- 
sored by industry, government, 
medical, religious and health 
groups. The awards presentation 
was made at the traditional Festi- 


Mrs. Richard Bell, of Columbus, 
received Chris award on_ behalf 
of the Girl Scouts of the U.S.A. 
for their film “A World Wide.” 


val Awards Banquet, held at the 
Fort Hayes Hotel on Thursday 
evening, May 5. Daniel Prugh, 
director of the Franklin County 
Historical Society and president of 


the Greater Columbus Film Coun- 
cil, presided at the dinner. 

Guest speaker at the Awards 
Banquet was O. H. Coelln, editor 
and publisher of BUSINEss SCREEN, 
who spoke on “Films for the Peo- 
ple: Are We Keeping Their Prom- 
ise.” 

Leading producer recipients of 
Chris Awards included MPO Pro- 
ductions, Inc. with nine, including 
a Chris statuette for The Return. 
John Sutherland Productions, Inc. 
and Sutherland Educational Films 
won five awards, including a Chris 
statuette for Rhapsody of Steel. 

Leading sponsor-winner at the 
Columbus Festival was Pan Amer- 
ican World Airways with awards to 
Wonderful Jet World of Pan Amer- 
ican, Wings to Italy, and Grand 
Tour of Europe as well as two 
training film citations, including 
one for Speaking of Words. Cole- 
man Productions shared honors for 
the first two titles, while Dynamic 
Films, Inc. was the corecipient of a 
Chris statuette for Grand Tour. 
Speaking of Words, another PAA 
winner, was produced by Henry 
Strauss & Co. 

The Strauss Company also won 
Chris Certificates for Anatomy of 
a Salesman and The Third Eye. 


‘ GOING OUR WAY? WE AND OUR CLIENTS ARE TRAVELING 

OQWENS-CORNING FIBER CORPORATIONS 

EsSO STAWORRD OIL COMPANY | 

& SALES C wun ger Inc. 

A.N.A. 4 THE BORDEN COMPANY | 

GENERAL MOTORS DIESEL 

COLGATE-PALMOLIVE COMPANY 

EASTMAN CHEMICAL PRODUCTS INC. 

NATIONAL LUMBER MANUFACTURERS ASSOCIATIO 

BLACK & DECKER 


EASTMAN KODAK COMPANY 


Coke HOME JOURNAL 


INSTITUTE OF BIFE INSURANCE 


SOCONY MOBIL OIL COMPANY 


CLAIROL» 


ANHEUSER-BUSCH 


CHAS. PFIZER & CO., INC. 


THE DOW CHEMICAL COMPANY 
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The Douglas Aircraft Company 
with five Chris Certificate awards 
was another leading sponsor, while 
Lockheed Aircraft (/t’s a Small 
World) and the Autonetics Divi- 
sion of North American Aviation 
(Nautilus Arctic Passage) rounded 
out the airplane makers’ awards. 
The Jam Handy Organization 
was cited for Wonderful World, 


AWARDED TOP HONORS AT THE COLUMBUS FESTIVAL 


The Business & Industry Film Award 


Rhapsody of Steel, sponsored by the U. S. Steel Corporation 
and produced by John Sutherland Productions, Inc. 


Informational & Educational Film Awards 

City of Gold, produced by the National Film Board of Canada | 

Williamsburg: Story of a Patriot, by Colonial Williamsburg 
Health & Mental Health Film Awards 


The Return, sponsored by the American Physical Therapy Assn. 
and produced by MPO Productions, Inc. 


From Generation to Generation, sponsored by the Maternity 
Center Association and produced by Edward Cullen 


“Special Fields” and Travel Film Awards 
to Day of Triumph, produced by J. K. F. Films 


Grand Tour of Europe, sponsored by Pan American World Airways 
and produced by Dynamic Films, Inc. 


sponsored by Coca-Cola, and for 
The Gift of a Name. Washington 
Video Productions came up strong 
with Certificate Awards for Census 
Sixty, Mighty Fine Union and 
Masterpieces of Korean Art. The 
Frederick K. Rockett Company 
with Looking Like a Million and 
Future Unlimited was another mul- 
tiple award winner as were the 


Officers of the Columbus Film Council pictured above are (left to 
right): Mary A. Rupe, secretary-treasurer; Dan Fulmer, vice-presi- 
dent; Dan F. Prugh, president; Edward Chapman, committee chr. 


Morton Goldsholl Design Associ- 
ates who scored with Mag, Texo- 
print, and Glovelove. 

Governments were prominent in 
the Festival winners’ circle as the 
Bureau of Commercial Fisheries 
won two awards and the Ohio State 
Highway Patrol scored with an- 
other. 

Among non-sponsored awards, 
Film Associates of California was 
the leader with six Certificate 
Awards while the National Film 


TOGETHER IN THE DIRECTION OF 


Board of Canada had four cita- 
tions, including the Chris Statuette 
for City of Gold. 

Clyde C. McBee, assistant Gen- 
eral Manager of the Columbus 
Area Chamber of Commerce, gave 
the welcoming address at the Fes- 
tival Awards Banquet while Dan 
D. Fulmer, Travelers Insurance 
Company executive, and vice-pres- 
ident of the Film Council, helped 
Galvy Gordon, business film co- 
ordinator, present the awards. 
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THE INDUSTRY 


AVON PRODUCTS ING. 
te MOTOROLA, INC. 
NATIGNAL SERVICE BOARD 


PAN AMERICAN WORLD AIRWAYS ’ 
TIME, INC.) 


GENERAL ELECTRIC COMPANY 


95. 


PEPSI-COLA COMPANY 


VISUALSCOPE 


103 PARK AVENUE, NEW YORK 17, N.Y. * 


MU 3-3513 


PLYMOUTH 


THE SATURDAY EVENING POST 


WIDE SCREEN FILMS 
FILMOGRAPHS 
REGULAR FILM STRIPS 
SPECTACULARS 
SLIDES * VU GRAPHS 
FLIP CHARTS * BOOKLETS 
16MM SLIDE MOTION 
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AO’s NEW OVERHEAD 
DELINEASCOPE 


gives the clearest image you've ever seen! 


This revolutionary new overhead projector, by American Optical 
Company, was developed around a powerful 1000 watt light source 
to give you the brightest . . . biggest projected screen image you've 
ever seen. Even the extreme corners are sharp and clear because a 
specially designed Fresnel lens affords perfectly balanced illumination 
to every square inch of screen area. 


This precision teaching instrument will project all the line, form and 
color of a 10” x 10” transparency up to a huge 177 sq. ft. screen im- 
age. ..in crisp, accurate detail. 


You'll enjoy using this instrument because you face your class at all 
times...observe every movement and expression of subject reception 
and understanding. 


AO’s Overhead Delineascope helps give your program an unlimited 
flexibility that is not possible with any other AV medium. You can 
emphasize or dramatize by adding to your prepared teaching ma- 
terial on-the-spot. 


You'll want to see all the new, exclusive features that make this in- 
strument a practical investment in creative teaching. Your AO Sales- 
man or Audio-Visual Dealer will be happy to arrange a demonstra- 
tion at your convenience. 


Dept. 
Please send complete information on AO’s New 

: American Optical Overhead Delineascope. 
| om pany | 

Address 
INSTRUMENT DIVISION, BUFFALO 15. NEW TORK City = Zone State... | 


IN CANADA write — American Optical Company Canada Ltd., Box 40, Terminal A, Toronto, Ontario 


OF A SIx-MONTH study 
of the drive-in theater adver- 
tising audience, conducted for the 
Theater-screen Advertising Bureau 
by Dr. Steuart H. Britt, professor 
of marketing at Northwestern Uni- 
versity, are available to advertising 
and media executives in a 14-page 
booklet. 

The report details findings of 
the types of drive-in audiences in 
the following areas: 

(1) Families: Kind who at- 
tended drive-in theaters as com- 
pared with those who did not. 
This information is listed in terms 
of family composition, income. 
possession of appliances, life in- 
surance and other descriptive data. 

(2) Housewives: Information 
on those who attended drive-ins, 
since they do most of the purchas- 
ing. (3) Individuals: Data on the 
number of people, frequency of 
attendance, and the age and mari- 
tal status of drive-in theater-goers. 

“The information contained in 


-the study indicates the drive-in 


audience is above-average in pur- 
chasing power in a rapidly-grow- 
ing, responsive market,” said John 
O'Reilly, TsAB information direc- 
tor. He went on to explain that 
the study showed this type of au- 
dience has better jobs, higher in- 
come, better education, more chil- 
dren, more home ownership, life 
insurance, cars, and more major 
appliances than non-drive-in goers. 

Other highlights of the report 
reveal: Much of the outdoor thea- 
ter-going is in family groups; 42 
percent of all Americans attended 
a drive-in theater at least once dur- 
ing the study period; of those over 
15 years of age, 66 percent were 
married; a larger percentage of the 
20-34 year age group—about 60 
percent—attended than any other 
group; approximately 40 percent 
of the 35-54 group attended; drive- 


Drive-in Audiences Respond to Ad Films 


in theater attendance generally 
was highest in metropolitan areas 
with populations from 500,000 to 
1,000,000. 

The study represented the drive- 
in history of 2,683 families con- 
sisting of 9,629 individuals of all 
ages in cities and towns of all 
sizes, as well as rural areas, in the 
48 continental states. The survey 
was conducted from April thru 
September, 1959. During that pe- 
riod, drive-in attendance was: 
April — 33,587,000; May — 71,- 
785,000; June—83,942,000; July 
—94,653,000; August—158,950,- 
000; September—97, 163,000. 

The published findings of the 
study may be obtained free through 
the Theater-screen Advertising Bu- 
reau, 437 Merchandise Mart, Chi- 
cage 54, Ill. 

Radio-Universal Recorders; 
New Holding Company Formed 
ye Radio-Universal Recorders, 
Inc., will be the name of a new 
holding company formed by the 
stockholders of Radio Recorders, 
Radio Recorders Equipment Com- 
pany, MP-TV Services, Inc., and 
Universal Recorders, Inc., all lo- 
cated in Hollywood. 

Recently announced plan brings 
together extensive facilities of each 
company to form one of the largest 
independent recording studios in 
America. 

Announcement was made joint- 
ly by H. DeVoe Rea, board chair- 
man, and G. Howard Hutchins, 
president, of Radio Recorders, and 
Martin Hersh, president of Uni- 
versal Recorders. 

There will be available facili- 
ties for all phases of recording tape 
and disc, both stereo and monaural, 
and complete sound on film serv- 
ice. Scheduled for formal opening 
soon is the large new Sunset High- 
land Studio in Hollywood. Va 


FOR PRODUCERS 


* complete 
art 


¢ filmographs 
slidefilms 
e animation 


480 Lexington Avenue 
New York 17, N.Y. 
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service 


Two fully motorized 
Oxberry 35-16mm 
camera stands 
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America’s undersea might depends on one 
“of the most complex and critical devices ever 
developed ... the nuclear reactor. 


Tolerances are so critical that the slightest 
carelessness in fabrication will cause costly 
and disastrous malfunctions. To inspire 
precise, reliable workmanship on the part of 
all those who produce these vital reactors, 

a most unusual and effective film, INTEGRITY 
PLus, featuring Admiral Rickover, has been 
sponsored by the A. E. C. and the United 
States Navy. , 

Produced through Westinghouse by 
Raphael G. Wolff Studios Inc., INTEGRITY PLUS 
has won FIRST PLACE AWARD of the National 
Presentation Association and the Sales Executive 
Club of New York, and BLUE RIBBON AWARD 

“atthe 1960 American Film Festival. 
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The TV Commercials Council Lends a Hand as 


Agencies and Producers Share Honors at 


First American TV Commercials Show 


HE First AMERICAN TV 
T COMMERICAL Festival and 
Forum, held at the Roosevelt Hotel 
in New York, May 18-20, turned 
out to be a smash success, with 
attendance exceeding all expecta- 
tions and with laudatory comments 
now coming from all parts of the 
industry. 

A main reason for the Festival’s 
quick acceptance by TV _ spot 
makers and buyers was the TV 
Commercials Council, a group of 
50 eminent advertising executives 
who accepted invitations to judge 
the entries and whose stature prac- 
tically assured a good turn-out 
of entries and Forum participants. 

Actually, although they did it 
willingly, the Council members 


bit off more than they expected. 
Instead of 500 entries which were 
expected to be screened, 1,327 
commercials required judgment 
and eventually each Council mem- 
ber had to put in 15 to 20 hours 
at screening sessions to determine 
250 finalists to be shown at the 
Festival. 


Agency, Ad Men on Council 


The Council, under the chair- 
manship of John P. Cunningham, 
Chairman of the Board, Cunning- 
ham & Walsh, Inc., had among 
its members some 30 agency vice- 
presidents as well as advertising 
and TV managers from the ranks 
of sponsors and agencies. 

Viewers of commercials at the 


vx Top agency executives concerned with upgrading the quality 
of television commercials rubbed elbows with their counter- 


Patin Productions. 


award winner at the Festival. 


Van Praag Productions, also an 


4 
Lee Blair, secty.-treas. Television Phyllis K. Robinson, vice-pres. and Roger Pryor, 


bach, Inc. ad agency. 


William Van Praag, president of G. David Gudebrod, manager of David I. Pincus, senior vice-presi- 
dent, Transfilm-Caravel, Inc., and 
a business-t.v. film pioneer. 


film production for N. W. Ayer & 


Son; long active in medium. 


Festival, up to 400 at times, 
watched the 250 finalists and prize 
winners on twelve 21-inch TV re- 
ceivers set up around the ballroom, 
thus watching the commercials in 
the proper medium—one for 
which the spots were designed. 
Both film and tape commercials 
were shown, Ampex having pro- 
vided a recorder and playback 
unit for the show. 


FTC Chairman Key Speaker 

The Festival was planned and 
organized by Wallace A. Ross, 
former public relations director of 
the Film Producers Association of 
New York. As Festival Director, 
Wally Ross put in some 20 hours 
of work each day to build up to 
the final three-day test. He well 
merits the many commendations 
from producers, sponsors and 
agency people on a job very well 
done. 

The “Forum” phase of the pro- 
gram brought a challenging ad- 
dress by the Federal Trade Com- 
mission’s chairman, Earl W. Kint- 
ner. Mr. Kintner spoke on the 


BUSINESS SCREEN CAMERA: NAMES AND FACES AT THE PRE-FESTIVAL LUNCHEON AT NEW YORK’S ROOSEVELT 


“Responsibilities” of the advertis- 
ing profession (a key quote from 
that talk is reprinted on the follow- 
ing page 30) and his remarks 
might well be taken to heart by all 
film makers as well as the agency 
men and sponsors to whom they 
were addressed. 

Jack W. Minor, Director of 
Marketing for the Plymouth-De 
Soto-Valiant Division, Chrysler 
Corporation, spoke of “the men 
and women behind the salesmen 

. of the future of our economy, 
hinged on the success or failure 
of the American salesman in the 
years ahead.” 

He had kind words to say for 
the “people who whet the con- 
sumers’ appetites, for the people 
who pave the way for our auto- 
mobile salesmen and for a thou- 
sand and one other kinds of 
salesmen.” 


A Hybrid Creative Art... 

And Kenneth C. T. Snyder, TV- 
Radio Creative Director for Need- 
ham, Louis & Brorby in Chicago 
responded in calling the Festival 


parts in film production at pre-festival luncheon ceremonies 
held at the Roosevelt during the program. Here are a few: 


vice-president at 


agency, heading up TV. 


Howard Henkin, president of HFH 
Productions, growth company in 
New York film production . 


BUSINESS 


& T. J. “Joe” Dunford, president of 
Graphics, with Ray Patin of Ray copy chief at Doyle, Dane, Bern- Foote, Cone & Belding advertising Pelican Films and happy to be one 


of Festival winners . . . 
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“a show judged by working prac- 
titioners of a hybrid art. What we 
do is a hybrid creative process 
. . . from concept to airing .. . 
with such a variety of skills and 
talents and experiences coming to 
bear at every stage of the making 
of these powerful communications. 

“As decisive as the dollars are 
in helping to keep business and 
make business . . . it is produc- 
tion excellence and creativity and 
service that we seek .. .” 


Then Came the Awards... 
Words like these were well taken 
by the assembled agencymen, 
sponsor representatives and pro- 
ducers, well-reflected in the quality 
of the 250 finalists, the prize-win- 
ners of the Festival. These awards, 
when they came, were pretty well- 
scattered among dozens of pro- 
ducing companies, matching other 
dozens of agency winners. The 
vast majority of awards went to 
filmed commercials, with com- 
paratively few of the “firsts” going 
to “taped” spots. 

Seven “first awards” went to 
Robert Lawrence Productions and 
affiliated companies, including the 
top automobile commercial, the 
top breakfast cereal commer- 
cial, ete. 

NBC was high on the list with 
five first awards, most of them for 
Videotaped commercials and El- 
liot, Unger & Elliot came up with 
five first places. Playhouse Pic- 
tures helped balance the equation 
for the West Coast with three first 
place awards, though New York 
companies were well in the lead. 


Major Prizes to Niles 

A remarkable showing put Chi- 
cago’s Fred A. Niles Productions, 
Inc. up among the Festival leaders 
with five top awards, including 
three “firsts” and two “runner-up” 
second prizes. The Niles organi- 
zation won one of the top Festival 
awards for “the best TV advertis- 
ing campaign of the year,” a series 
of three commercials created and 
produced for Durkee’s Instant 
(CONT’D ON NEXT PAGE) 
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TITLE Typographers 


Hot-press Craftsmen 
SINCE 1938 
Write for FREE type chart 


¢@| KNIGHT TITLE SERVICE 


115 W. 23rd St. New York, N.Y. 
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See the difference... 


when 16mm Color Specialists process prints! 


Everyone appreciates quality. It is a source of pride associated with any product. 
Color Reproduction Company's specialization in 16mm Color Printing has achieved 
a “Standard of Quality” which long ago earned it a reputation for guaranteed 
quality which is the Standard of the 16mm Motion Picture Industry. The cost of 
your production warrants finest quality prints: See what the technical know-how 
and production skills of Color Reproduction Company's specialists can do for your 
16mm Color Prints! Write for latest price list. 


REPRODUCTION COMPANY 
7936 Santa Monica Bivd., Hollywood 46, California 
Telephone: OLdfield 4-8010 
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La Helle... 


AUDIO-VISUAL 
at its BEST! 


A new approach to sound-slide 
film projectors—-no records—no 
tape threading—simply slide in 
the cartridge and go. Continuous- 
ly and automatically, the story 
you so proudly produced is pre- 
sented as your customers want it 
—brilliant pictures—high fidelity 
sound. 
Now unleash bold new ideas for 
punch and drama, supported by 
sound effects for fresh, wide- 
awake interest. Silent signal com- 
mands a new picture to appear 
in perfect synchronization 
to the sound. 


La Belle “Tutor” 


with tape cartridge 


(also available in reel type tape ) 


See and hear a La Belle “Tutor” 
... a convincing salesman of itself 
that can be an enthusiastic sales- 
man for your work . . 
client’s best salesman! 


. and your 


La Belle Maestro makes more and 
more friends because nowhere 
can you see and hear a finer slide- 
sound projector with so many ex- 
clusive features—capacities up to 
150 slides—silent signal changes 
slides automatically and instan- 
taneously for “actionized” effects 
without streaking, glare, or 
blanks. Be the master of your 
story—not the servant to limited 
capacity automatics. 


Get the facts on La Belle 
range for demonstration. 


— ar- 


La Belle Industries, Inc. 
Dept. B 
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The Year’s Best in Television Commercials: 


(CONT'D FROM PREVIOUS PAGE) 
Minced Onions, through Meldrum 
& Fewsmith, Cleveland advertising 
agency. 

Interestingly, only one judge of 
the fifty hard-working people who 
labored in this capacity was from 
Chicago. He was author and con- 
sultant Harry Wayne McMahon. 


14 Awards to Y & R 

Among the agencies whose com- 
mercials scored high, the leading 
winner was Young & Rubicam with 
six first awards and eight second 
prizes, for a total of 14 awards! 
Second in the agency group was J. 
Walter Thompson with five first 
place awards and three second 
place winners. 

Leading Manhattan producing 
studios like Sarra, Inc. (and its 
Chicago studio) were well up 
among the Festival’s honor win- 
ners. Sarra won two first awards 
and a second prize; Television 
Graphics, a first award; Elektra, a 
first and a second award; Van 
Praag, one first prize; Newsfilm, 
another “first”; Transfilm-Caravel, 
a “first”; MPO with three second 
prizes, and Klaeger with two sec- 
ond awards. 


The West Coast Winners 
Out of the West Coast, single 
first place awards were given to 
Cascade, Freberg, Desilu and Ray 
Patin. Patin’s studio also took 
two second prizes in the Festival. 
Elsewhere around the U. S., the 
sole first place winners were Prin- 
ceton’s On Film (with one first) 


and Jamieson Films, of Dallas, 
with a first award. 

That was the story of the First 
American TV Commercials Festi- 
val, the job they said “couldn't be 
done” and which saw 1,327 com- 
mercials entered, saw 1,000 of 
these eliminated after the first 
screening and brought 250 finalists 
into the winner's circle for first 
and second awards in 27 product 
categories. 


SDIG Elects Officers, Gives 

Charter to Midwest Branch 

vy Screen Directors International 
Guild elected officers and Execu- 
tive Board members at the Annual 
Meeting held May 5 at the Henry 
Hudson Hotel in New York City. 

Willard Van Dyke, well-known 
documentary and television film 
director, was elected president; 
Jack Glenn, Ist vice president; 
Don Hershey, 2nd vice president; 
Bert Lawrence, secretary, and 
Joseph Lerner, treasurer. 

The new Executive Board, in 
addition to the officers, is com- 
posed of Paul Falkenberg, Ben 
Gradus, Leo Hurwitz, Robert J. 
Kingsley, Howard T. Magwood, 
Sidney Meyers, Leo Seltzer, Shep- 
ard Traube, Charles H. Wasser- 
man, Nicholas Webster, and 
Robert Edmonds representing the 
Midwest Organizing Committee. 
Alternates are Don Livingston, 
Robert K. Sharpe, Fred Pressbur- 
ger, Melvin London and Herman 
J. Engel. 

Executive Secretary George L. 


New York City, May 18, 1960. 


THE MEANING OF PROFESSIONAL RESPONSIBILITY 
by Earl W. Kintner 


Chairman, Federal Trade Commission* 


A MEMBER OF A PROFESSION cannot measure the worth 
of his work solely by the material benefits that it brings him. 
The member of a profession must test each element of his 
work against a coherent body of ethical precepts; only if 
every element satisfies the spirit as well as the letter of the 
ethical code of his profession can a professional be satisfied. 

To me, professionalism means a willingness to respectfully 
disagree with one’s clients, to tell one’s clients forthrightly 
that there are several objections to a proposed course of 
action, to reject an objectionable program, and yes, to resign 
from the service of the client of he persists in following a 
course of action that would violate the ethics of his adviser. 

If advertising men develop this sense of professionalism 
and if advertisers absorb the lesson that good will and public 
reputation slowly and painfully acquired may well be dis- 
sipated by one ill-advised and offensive campaign, public re- 
spect for advertising will be assured. 


*From Mr. Kintner’s talk at the American TV Commercials Festival and Forum, 


How well are your policies and 
orders carried out by your sub- 
ordinates? 


The answer to that question de- 
pends upon how well your super- 
visors represent management to 
your employees. ‘ 


Make sure that the management 
under you is what you want it to 
be. Show your supervisors how to 
represent management with: 


“THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT” 


part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 
includes: 


@ “THE SUPERVISOR'S JOB” 
@ “INDUCTION AND 
JOB INSTRUCTION” 

@ “HANDLING 

GRIEVANCES” 

@ “MAINTAINING 

DISCIPLINE” 

@ “PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 

“PROMOTING 
COOPERATION” 

@ “INTERPRETING 

COMPANY POLICIES” 


Write for Details on 
Obtaining a Preview 


Rocket Pictures 


INC. 
6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 
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George and Guild Counsel Erwin 
Feldman will continue in their 
present positions. Raymond J. 
Rand was appointed assistant to 
the Executive Secretary, and will 
function as SDIG Representative 
in policing and enforcing the 
Guild’s industry-wide contracts. 

The Midwest Organizing Com- 
mittee was granted a charter to 
become the Midwest Branch of 
SDIG with headquarters in Chi- 
cago. The Midwest Branch, with 
85 members working for 22 produ- 
cers, predominantly in Chicago, is 
looking forward to an early ex- 
pansion. 
* 
Jewish Audio-Visual Council 
Makes Awards in New York 
ve CBS/TV, the New York Board 
of Rabbis and the Department of 
Education and Culture, Jewish 
Agency for Israel received cita- 
tions for outstanding programs of 
Jewish interest in the Ninth An- 
nual Awards presentation of the 
National Council on Jewish Audio- 
Visual Materials in New York, 
May 12. 

The Council, sponsored by the 
American Association for Jewish 
Education, is interested in the de- 
velopment of audio-visual mate- 
rials to further Jewish educational 
and cultural pursuits. 

The prize-winning television 
program was a 28-minute kine- 
scope, The Warsaw Ghetto, pro- 
duced by CBS in cooperation with 
the New York Board of Rabbis. 
It depicts resistance of the Warsaw 
Jews to the Nazis during their oc- 
cupation of Poland. The citation 
for the best filmstrip of Jewish 
interest went to the Jewish Agency 
for Israel. Their 48-frame color 
filmstrip, Hayim Nahman Bialik— 
Poet Laureate of the Jewish Peo- 
ple, tells the life-story of Bialik and 
his contributions to the rebirth of 
modern Israel. 


* % 


Tiros Satellite Film Now 
Distributed Via Sterling 
vr The behind-the-scenes film story 
of the launching of earth’s first 
weather station in space, Tiros - 
Weather Satellite, is available for 
showing to adult groups and high 
school audiences. The new RCA 
color motion picture, produced by 
Reid H. Ray Film Industries of 
St. Paul, is being distributed na- 
tionally by Sterling Movies U.S.A. 
The 14-minute 16mm sound film 
print shows the weather satellite 
in its various stages of develop- 
ment, explains its operation, and 
dramatizes the role of Tiros I as 
an opening phase of the extensive 
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It didn’t 
happen to 
this dog! 


LASSIE, like many other top- 
rated filmed TV shows, is proc- 
essed by Consolidated Film 
Industries. And at CFI, it soon 
becomes apparent that 40 years 
of experience and know-how 
make an important difference. 

There is no such thing as a 
“cut rate” or “bargain” in labo- 
ratory film processing. The 
Eastman Kodak Company says 
“The answer is—give your labo- 
ratory time and money to do the 
job right! Then all your release 
prints will be on the beam 100%” 

For processing perfection... 
specify CFI. 


cfi 


CONSOLIDATED FILM INDUSTRIES 
959 No. Seward St., Hollywood 38, Calif. 


LASSIE, a Peabody Award winner, is 
produced by Robert Golden for The 
Jack Wrather Organization; Sherman 


HOllywood 9-1441 
A. Marrs, Rusevtive Producer. a 521 West 57th St., New York 19, N. Y. 
Eastman Kodak Company Circle 6-0210 
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Scholastic Honors Sponsored Films 


Cites Eleven Films as “Outstanding” for Contribution to Education 


LEVEN SPONSORED MOTION PICTURES 

were named as “Outstanding” for their 

contribution to education at the 11th 
Annual National Film & Filmstrip Awards, 
sponsored by the Editors of SCHOLASTIC 
TEACHER Magazine. 

Award ceremonies, attended by sponsors, 
producers and distributors of the winning films 
at the Gotham Hotel in New York city on 
April 28th, also included the citation of three 


“The Ages of Time” 
Sponsor: Hamilton Watch Company 


Producer: MPO Productions, Inc. 
Distributor: Association Films, Inc. 


“The Alphabet Conspiracy” 
Sponsor & Distributor: The Bell System 
Producer: Warner Brothers 


“Combustion” 


Sponsor: Manufacturing Chemists Assn. 
Producer: John Sutherland Productions, Inc. 
Distributor: Classroom Film Distributors 


“Exploring the Edge of Space” 


Producer & Distributor: Educational 
Testing Service, Inc. 


“Gateways to the Mind” 
Sponsor & Distributor: The Bell System 
Producer: Warner Brothers 


“Glacier National Park in Montana” 
Sponsor: Great Northern Railroad Company 
Producer: Empire Photosound, Inc. 
Distributor: Modern Talking Pictures 


other sponsored motion pictures as “Meritori- 
ous” in this year’s awards. 

Editor-in-Chief Kenneth M. Gould and Vera 
Falconer, SCHOLASTIC’s Film and Filmstrip edi- 
tor, made the presentations. Dr. Charles M. 
Siepmann, Chairman of the Department of 
Communications, School of Education at New 
York University, was the guest speaker. His 
talk was a brilliant exploration of the topic 
“Motion Pictures in the Schools of the Future.” 


“Mr. Finley’s Feelings” 
Sponsor: Metropolitan Life Insurance Co. 


Producer: Cullen Assoc. & Larkin Studio 
Distributor: Modern Talking Pictures 


“Nautilus Arctic Passage” 


Produced and distributed by Autonetics Div. 
North American Aviation, Inc. 


“The Return” 


Sponsor: American Physical Therapy Assn. 
Producer: MPO Productions, Inc. 


“Teaching Johnny to Swim” 
Sponsors: American Red Cross and The 
Metropolitan Life Insurance Company 
Produced and distributed by The Institute 

of Visual Communication, Inc. 


“Your Voice and the Telephone” 


Sponsor & Distributor: The Bell System 
Producer: Audio Productions, Inc. 


Meritorious Sponsored Motion Pictures 
ve Cited as “Meritorious”: A New World 
of Chemistry (Reichhold Chemicals) produced 
by U.S. Productions; Safe Bicycling (Raleigh) 
produced by Crawley Films; and Tomorrow’s 
Teens (Weyerheuser ) produced by Wilding, Inc. 


President Frank Speidell, of Audio Produc- 
tions, Inc. receives award from Vera Fal- 
coner for “Your Voice and the Telephone.” 
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Bill Stern, American Telephone & Telegraph 
Co., receives citations for Bell System films 
named as ‘“‘Outstanding’’ by Scholastic. 


THE CONSENSUS WINNERS: FILMS 
HONORED AT TWO OR MORE EVENTS 


vx These 11 motion pictures merit special 
mention as the “most-honored” at various 
1960 Awards & Selections events. Each 
of these films has received two or more 
citations from among the following: 
American Film Assembly, Columbus Film 
Festival, NVPA Awards, Scholastic Mag- 
azine, National Committee on Films for 
Safety and the Committee on Interna- 
tional Non-Theatrical Events: 


“THE AGES OF TIME” 


Sponsor: Hamilton Watch Company 
Producer: MPO Productions 


“THE FIRST PRIZE STORY” 
Sponsor: Tobin Packing Company 
Producer: Carson Davidson Productions 


“FROM GENERATION TO 
GENERATION” 
Sponsor: Maternity Center Association 
Producer: Edward F. Cullen 


“HOSPITAL SEPSIS” 
Sponsor: Johnson & Johnson 
(for the American Medical Association) 
Producer: Churchill-Wexler Productions 


“INTEGRITY PLUS” 
Sponsor: Atomic Energy Commission, 
U. S. Navy and Westinghouse Mfg. Corp. 
Producer: Raphael G. Wolff Studios 


“MORE THAN WORDS” 
Producer: Henry Strauss & Company 


“THE RETURN” 


Sponsor: Amer. Physical Therapy Assn. 
Producer: MPO Productions 


“RHAPSODY OF STEEL” 


Sponsor: United States Steel Corp. 
Producer: John Sutherland Productions 


“SECOND CHANCE” 


Sponsor: American Heart Association 
Producer. George C. Stoney Associates 


“THAT THEY MAY LIVE” 
Producer: Pyramid Film Producers, Ltd. 


“WINGS TO ITALY” 


Sponsor: Pan-American World Airways 


Producer: Coleman Productions 
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AT THE DAY OF VISUAL PRESENTATION 


ul 
DuKane’s Audio-Visual chief, Al Hunecke, ac- 
knowledges the first award to his company’s 
“Selling Tool’—“Adventures in Slidefilm.” 


Janet R. Wilkins, producer of audio-visual pro- 
grams for the National Association of Manufac- 
turers was an NVPA Awards juror. 


Charles E. Beyhmer, v. p. in charge of pro- 
duction, H. D. Rose & Company, received two 
slidefilm awards for his company’s efforts. 


Herbert Kerkow, head of the N. Y. film com- 
pany, was the winner of a first award for a 
motion picture in the “Selling Tools” group 
titled “How to Present an Idea or a Product 
Effectively on Film.” 


The National Visual Presentation Awards 


NEW YORK GROUP SPONSORS WORKSHOP PROGRAM, CITES FILMS & GRAPHICS 


sociation held its 7th Annual Day of Vis- 

ual Presentation at New York’s Hotel 
Roosevelt on May 9th, extending the event 
through May 10th for a two-day showing of 
motion pictures, filmstrips (sound slidefilms) 
and 10 workshop sessions. 

14 motion pictures received first and second- 
place awards in the seven categories reviewed 
by a jury of business, education and film pro- 
duction people; 13 “outstanding” examples of 
graphic presentation also shared Ist and 2nd 
place citations. 

While the 10 workshop sessions were sparse- 
ly attended (we counted an average of 35 per- 
sons in attendance at most), they did present 
some knowledgeable leaders in fields of techni- 
cal film making, visual equipment and presenta- 
tion methods. 

A joint luncheon of the Sales Executives 
Club of New York (at which Arthur “Red” 
Motley, president of the U. S. Chamber of 
Commerce was the featured speaker) and the 
NVPA was a feature of the second “Day of 
Visual Presentation.” Horace W. McKenna, 
Union Carbide Corp., is president of the Asso- 
ciation; Dr. Harold Joseph Highland, NVPA 
Executive Secretary, was in charge of the an- 
nual program. Here are the winners: 

EDUCATIONAL MOTION PICTURES 
Ist: The Ages of Time. Sponsor: Hamilton 

Watch Company. Producer: MPO Produc- 

tions, Inc. 


T. NATIONAL VISUAL PRESENTATION As- 


2nd: Chlorine: a Representative Halogen. 
Sponsor: Manufacturing Chemists Assn. 
Producer: John Sutherland Productions, 
Inc. 

EDUCATIONAL FILMSTRIPS 

Ist: Signs of Incipient Psychiatric Illness Ex- 
amination & Test of Thyroid Gland. Spon- 
sor: A-V Postgraduate Course in Medicine. 
Prod: Encyclopaedia Britannica Films. 

2nd: General Biology. Producer: R. J. Brady. 


EMPLOYEE RELATIONS MOTION PICTURES 

Ist: More Than Words. Producer: Henry 
Strauss & Co., Inc. 

2nd: Dollars and Sense. Sponsor: Chase Man- 
hattan Bank. Producer: John Sutherland 
Productions, Inc. 
EMPLOYEE RELATIONS FILMSTRIPS 

Ist: Wasteful Wally; Showdown at Pretty Pass. 
Sponsor: W. T. Grant Company. Producer: 
Seymour Zweibel Productions, Inc. 

2nd: Steps to Security. Sponsor: American 
Nurses Association. Producer: William Gott- 
lieb Company. 


EMPLOYEE TRAINING MOTION PICTURES 

Ist: Integrity Plus. Sponsor: Westinghouse 
Mfg. Corp. for A.E.C. and U.S. Navy. Pro- 
ducer: Raphael G. Wolff Studios, Inc. 

2nd: Hey, You. Sponsor: U.S. Army. Pro- 
ducer: Florez, Incorporated. 


EMPLOYEE TRAINING FILMSTRIPS 
Ist: The Paying Guest. Sponsor: Esso Stand- 
ard. Producer: Bransby Films via Sales 
Communication, Inc., New York 


POINT OF SALE MOTION PICTURES 
Ist: Your Silent Guardian. Sponsor: E. 1. du 
Pont de Nemours & Co. Producer: The Jam 
Handy Organization, Inc. 
2nd: Winchester-Model 59. Sponsor: Winches- 
ter Div. of Olin-Mathieson. Producer: Sound 
Masters, Inc. 


PUBLIC RELATIONS MOTION PICTURES 
Ist: Bay at the Moon. Sponsor: Remington 
Arms & Peters Cartridge. Producer: MPO 
Productions, Inc. 
2nd: Rhapsody of Steel. Sponsor, U.S. Steel 
Corporation. Producer: John Sutherland 
Productions, Inc. 
PUBLIC RELATIONS FILMSTRIPS 
Ist: Some Place Like Home. Sponsor: Na- 
tional Federation of Temple Sisterhoods. 
Producer: William P. Gottlieb Company. 
2nd: The Human Relations Aspect of Value 
Analysis. Sponsor: General Electric Co. 


SALES TRAINING MOTION PICTURES 

Ist: Once Upon a Smile. Sponsor: Jantzen, 
Inc. Producer: Elektra Studios, Inc. 

2nd: Gifts. Sponsor: Calvert Distillers, Inc. 
Producer: Institute of Visual Communica- 
tion, Inc. 

SALES TRAINING FILMSTRIPS 

Ist: The State of Capezio. Sponsor: Capezio. 
Producer: Elektra Studios, Inc. 

2nd: Freddy Falstaff. Sponsor: Falstaff Brew- 
ing Company. Producer: Harry Pritchett 
Associates, Inc. 


SELLING TOOLS: MOTION PICTURES 

Ist: How to Present an Idea or a Product Ef- 
fectively on Film. Producer: Herbert Ker- 
kow, Inc. 

2nd: The House That Life Built. Sponsor: 
LiFE Magazine. 

SELLING TOOLS: FILMSTRIPS 

Ist: Adventures in Slidefilm. Sponsor.: The 
DuKane Corporation. Producer: H. D. Rose 
Company. 

2nd: A World of Difference. Sponsor: Cluett, 
Peabody & Company, Inc. Producer: H. D. 
Rose Company. 


GRAPHIC PRESENTATION AWARDS 
vy Graphics Awards went to Standard Vacuum; 
du Pont’s Petroleum Chemicals Division (3); 
Lire Magazine; Lawrence Leather; New Holl- 
and Machine Co.; IBM (Harry Pritchett); Hen- 
ry Kurt Stoessel Studio; Schering; Consolidated 
Lithograph and Austin & Austin. ag 
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METEORIC IRON from outer space brought man, the hunter, the 
sharpest, hardest weapon he had ever known. Centuries later 
this precious “metal from heaven” is returning to outer space 
as exploring rockets soar from earth . . . and the history of the 
world has been written as centuries spanned the Iron Age, 
merging into the Steel Age. These brief lines tell the story of the 
United States Steel Corporation’s award-winning Technicolor 
film, Rhapsody of Steel. 

Written and produced by John Sutherland, with original 
music by Dmitri Tiomkin recorded by the Pittsburgh Symphony 
Orchestra, this 23-minute animated motion picture features 
the art direction of Eyvind Earle and was narrated by Gary 
Merrill. Millions of Americans are now seeing it in theatres 
throughout the land, through the distribution facilities of The 
Jam Handy Organization. Few sponsored films in recent dec- 
ades have brought so many distinguished talents to the screen. 

Rhapsody has already won highest honors at the American 
Film Assembly and Columbus Film Festival; was selected for 
showing at the Edinburgh and Venice Film Festivals. 


“Then, on a 
day lost in 
antiquity, 
primitive man 
discovered 
fragments of 
the meteor .. . 
black stuff . . . 
different from 
all the other 
rocks of the 
valley...” 
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One of the Year’s Most Honored 

Films Depicts Steel’s Contributions 

to Mankind . . . Produced in Technicolor 
by John Sutherland Productions for 


the United States Steel Corporation. 


ER SPACE 


THE BIRTH 


Or 


i: STEEL AGE 


“The accumulation of knowledge is a long, slow Tobay, as Rhapsody of Steel enters the 


process. It was not until the middle of the Nineteenth Steel Age, vast mills throughout the 
Century that steel was produced in large quantities nation convert mountains of iron ore 
in a few hours’ time. The ‘Steel Age’ was born! and raw materials into millions of tons 
The first steel rails were rolled from a Bessemer ingot 
in America in 1865. Soon railroads were carrying 
steel tools, farm machinery and barbed wire to 
transform the wilderness into fertile pastures and 
fields of grain.” 


of iron. Giant blast furnaces, dramati- 
cally portrayed in brilliant animation, 
can produce 3,000,000 pounds of 
molten iron every 24 hours. Iron to 
make steel! 

The molten iron is shown in vivid 
color as it is transported to the open 
hearth furnace. Limestone, iron ore 
and steel scrap are charged into the 
furnace where they cook until the mix- 
ture is ready for the molten iron from 
the blast furnace. 

The fiery fury of the chemical re- 
actions converts the iron to steel. The 


molten metal is taken in ladles by over- 


head cranes and is poured into molds. 
The liquid steel cools enough to be- 
come solid, leaving the red-hot “ingot.” 


Ingots are kept in underground fur- 


naces, called Soaking Pits, until they 


are ready for rolling. The ingot then 
moves toward giant rollers that require 
16,000 horsepower of electrical energy 
to flatten and squeeze the red hot steel 
into new shapes... 

Carbon steel . . . alloy steel .. . 
stainless steel . . . a thousand kinds of 
steel. Each year over 100,000,000 tons 
of the most versatile metal known to 
man are rolled and formed into count- 
less shapes to make possible our stcel- 
made civilization. 


The metal from the stars, worked by 


the ancients, now works for man in 


miraculous new ways and shapes .. . 
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STEEL IN 


THE WORLD 


OF TODAY 


The precious metal, once laboriously made only a few pounds at a time, now is produced in such 


abundance that each of us is surrounded from morning until night with countless things made of steel. 


‘.. . call it what you will, ‘Rhapsody of 
Steel’ is a small masterpiece, the best 
thing of its kind since ‘Fantasia’.” 
—Deems Taylor 


While all of us live in a vast familiar world of steel 
today...on drawing boards throughout the nation, 
designers and engineers are creating an even greater 
future age of steel. 


NUMBER 38 VOLUME 21 1960 


+ 
q 
| 
— 


S 3 E E & THE CLOSING SCENES of Rhapsody of Steel delve into the world 
of tomorrow. The sound track: “Steel will help to make possible 
the vehicle which first takes man out of his home planet, and this 
will be one of the most significant occurrences in man’s long 

iy | N THE tenure on earth. 

, “The first astronauts may be so keenly trained that they will 

x concentrate only on operational procedures . . . but more likely, they 

will be awed by the thought that they are the first earthlings in all 

wees WORLD the annals of time who will be able to see their own world as only 

aes a tiny speck against the larger backdrop of the universe. 

, “In a sense, this moment is part of a gigantic cycle in time. 

Fe: Thousands of years ago man had only his inquiring mind and the 

vee O = hinge of his hand to shape the metal from heaven. Now he has 
brought himself to the place where the same kind of metal, 
exquisitely refined, can carry him to outer space where meteorites 
are born. This is an age when at last all things seem possible.” 


i a TO M O R ROW We salute Rhapsody of Steel, exemplifying the new era in films. 


‘Tea “The progress of man...is the progress of STEEL” 
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Selected to Represent America— 


Pick 38 Motion Pictures 
for International Events 


HIRTY-EIGHT MOTION PICTURES, repre- 
sentative of American life—the profes- 

sions, culture and industry of this country 
—have been selected by the Committee on 
International Non-Theatrical Events (CINE) 
for presentation at 1960 Festivals at Edin- 
burgh, Scotland; Venice, Italy and at Van- 
couver, British Columbia. 

Anna Hyer, Division of Audio-Visual Serv- 
ices in the National Education Association, 
co-ordinates the work of this voluntary group, 
which includes leaders in the film industry and 
among U.S. organizations active in the film 
medium. 


Films from Industry, Health Groups 


22 of the CINE selections for 1960 were 
sponsored by industry, health and medical or- 
ganizations. Prominent among those named to 
represent the U. S. abroad were such titles as 
The Ages of Time, sponsored by the Hamilton 
Watch Company and produced by MPO Pro- 
ductions; Rhapsody of Steel, sponsored by 
U. S. Steel and produced by John Sutherland 
Productions; Second Chance, sponsored by the 
American Heart Association and produced by 
George C. Stoney Associates; and Stop Driving 
Us Crazy, sponsored by the Methodist Board of 
Temperance and produced by Creative Arts 
Studio, Inc. 

An American Museum, sponsored by the 
City Art Museum of St. Louis and produced by 
Charles Guggenheim and The Whale That 
Became a Star, sponsored by Marineland of the 
Pacific and produced by Ozzie Glover Produc- 
tions were other sponsored pictures among the 
six sent to both Edinburgh and Venice Festi- 
vals. 

Two sponsored productions went to both 
Venice and Vancouver. The Bristol-Myers’ 
sponsored film, The Day That Susie Lost Her 
Smile, produced by Wylde Studios and From 
Generation to Generation, sponsored by the 
Maternity Center Association and produced by 
Edward F. Cullen were these choices. 


These Pictures Are Going to Venice 


Sent only to Venice were two other indus- 
trial-business sponsored pictures. Biax, spon- 
sored by the Aeronutronic Division of the Ford 
Motor Company and produced by J. J. Bern- 
sen was sent to Italy with The First Prize Story, 
produced by Carson Davidson for the Tobin 
Packing Company. 

An outstanding group of medical motion pic- 
tures (eight titles) went abroad, headed by 
Hospital Sepsis, prize-winning Johnson & John- 
son-sponsored film produced by Churchill- 
Wexler Productons. Another American Heart 
Association selection, also produced by George 
Stoney, was Cerebral Vascular Diseases: the 
Challenge of Management. This film was in 
the group sent to medical group screenings at 
overseas festivals. 
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Typical of the new lookin ~~ 
national defense is the nu- 
clear submarine Skipjack. 


Aimed to Improve America’s Defense Work 


Prize Film Shows Nuclear Workers Vital Importance of Craftsmanship 


system which brought America to a po- 

sition of world leadership through ma- 
terial progress, now actually threaten our na- 
tional security? 

That’s the serious question raised by a 
hard-hitting and two-time award-winning new 
color motion picture, /ntegrity Plus, which 
those responsible for this nation’s critical nu- 
clear propulsion program are showing to every 
worker on these essential defense projects all 
over the U. S. 


Sponsored by A.E.C. and the Navy 


Produced for the Atomic Energy Commis- 
sion and the Nuclear Propulsion Program of 
the United States Navy by Raphael G. Wolff 
Studios of Hollywood, Integrity Plus was co- 
ordinated by the Westinghouse Manufacturing 
Company, a prime contractor in the nuclear 
program. R. A. Roxas of Westinghouse helped 
guide the production project. 

The 25-minute picture is being made avail- 
able to other defense contractors via print sales 
through the producer. It is opened with a 
talk by Rear Admiral H. E. Rickover, USN, 
a pioneer in the nuclear subs, and following 
Admiral Rickover’s message, the film details 
the “essence” of the production problem Amer- 
ica faces: 

“Heart” of the Production Problem 


“Have modern workers used to the relatively 
uncritical tolerances of mass production tech- 
niques lost the pride of craftsmanship, the 
ability to meet the challenges of close toler- 
ances and fine work which are vital to Amer- 
ica’s nuclear propulsion program?” asks a Navy 
commander whose submarine is delayed by 
careless workmanship. 

Nuclear propulsion, as in other fields such 
as missiles and space vehicles, has brought 
tolerance problems seldom encountered. Mal- 
function in the tightly-compacted reactor as- 


Dp TECHNIQUES OF MASS PRODUCTION, the 


sembly of the submarine, will soon make other 
components radio-active and impossible to re- 
pair or replace by ordinary methods. 


Nuclear Components Must Be Clean 

Surgical cleanliness of all nuclear compo- 
nents, kept absolutely free of waste matter, 
is an absolute “must.” Despite this, the Navy 
officer shows visual evidence of damaging dust, 
chips, grinding wheel fragments and other de- 
bris that was found in component tubes and 
passages. Shoddy workmanship in welding, 
poor tolerances and lax attention to design de- 
tails—all these build up a shocking story of 
waste and avoidable delays to the nation’s most 
critical defense program. 

Factual scenes of waste material are fortified 
by excellent technical animation sequences that 
take worker viewers into the heart of the nu- 
clear power plant, showing how radio-active 
damage is caused by minute particles in the 
lines. The film makes a powerful bid for a 
return to the high standards of individual 


(CONTINUED ON PAGE FIFTY-FIVE ) 


Detailing the importance of the worker's job 
in nuclear sub construction is Rear Admiral 
H. E. Rickover, USN, who introduces film. 
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seas competition. 


This tremendous line of Burlington looms, illuminated only by fluorescent 
lights, was “captured” in color by MPO crews using Ektachrome ER Film. 


Burlington Industries Presents a Picture of 


THE PATTERNS OF PROGRESS 


NCREASING PRODUCTIVITY, without sacrifice 
of product quality or increases in con- 
sumer prices, is the goal of most US. 

industry and its prime weapon in the continu- 
ing fight against inflation, not to mention over- 


have done it by building up productivity faster 
than we built up wages,” says Chairman Love. 
The Story of a Major Industry 


The “full picture” of the complex textile in- 
dustry and its impoctance in American life is 
the theme of a new 25-minute color film, ap- 
propriately titled The Patterns of Progress, 
sponsored by Burlington and produced by MPO 
Productions. The film, employing revolution- 
ary new high-speed color films, is currently 
available on free loan from Modern Talking 
Picture Service, via its 30 regional film li- 
braries, nationwide. 

One of the first industrial motion pictures to 
be made with the new high-speed 16mm color 
films, Eastman Ektachrome ER Film, Daylight 


Paradoxically, it is in the re-constructed, 
modernized American textile industry where 
both lower consumer prices and higher quality 
are being achieved. Leader of the field and 
often called “the world’s biggest weaver” is 
North Carolina’s Burlington Industries, headed 
by Chairman J. Spencer Love. 

“Ours is the only major industry where prices 
are lower and quality higher than ten years ago. 
We have really done a job on inflation. We 


Object Lesson for American Business: 
How Productivity and Product Research 
in America’s Textile Industry Have 


Brought Lower Prices and Higher Quality 


Type and Ektachrome ER, Type B, Patterns 
shows what happens inside the mammoth ma- 
chines that are working Burlington's “miracles” 
of productivity. 

For the first time in color, MPO producer- 
director Ira Marvin and head cameraman Stan- 
ley Meredith have slowed down shuttles that 
bang away at 70 miles per hour and bobbins 
that rotate up to 10,000 revolutions per minute. 


Burlington Plants in 89 Communities 


Burlington, earning its “world’s largest” hon- 
ors by operating more than 100 plants in 89 
different communities, presented a real chal- 
lenge to the film-maker. Beginning with soft- 
focus abstractions as it depicts “patterns” in 
contemporary America which reflect these var- 
ied plant locations and operations, the film 
progresses to detailed scenes of the high-speed 
inner workings of plant machinery in opera- 
tion. The “patterns” are set by scenes of open 
pit mines, contours of modern plowing, railroad 
switching yards and a composite of Burlington’s 
manufacturing operations—weaving, spinning, 
knitting, dyeing and finishing. 

Producer-director Marvin and Bob Camp- 
bell, script writer, use an original approach to 
capture parallel operations in scattered places, 
to combine color with intricate camera work. 

Then, moving along the lengthy Burlington 
production lines, the MPO camera crew utilizes 
the new Ektachrome ER Film, Type B, to 
capture scenes that would have been impossible 
in the past without excessive lighting equip- 
ment and long delays for set-up time. 

Colorful Look Within the Looms 


Turning into the modern looms, the camera 
crew utilizes the new Ektachrome ER stock to 
attain the high spot of the picture as they 
show—for the first time in color—exactly what 
happens inside the mammoth machines. To 
(CONCLUDED ON PAGE FIFTY-FIVE) 


Riding in specially-rigged camera “car” trailer 
behind huge truck, MPO Cameraman Meredith 
is shooting a North Carolina scene. 


Adjusting Arriflex camera on rig attached to 
Burlington Industries’ truck for film scenes that 
show roadside action. 


MPO camera crew obtains night rain shot of 
Industries’ truck “delivering the goods” helped 
by new, fast Eastman stock. 
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Scene in Burlington’s Greensboro laboratory, 
he; with director Henry Karnos, getting pointers 
from MPO’'s Louis Jacobs (1). 


Above: repair of a dismantled loom in a plant 
scene was shot with minimum light as crew | 
used new, fast Ektachrome ER. 


Lighting director Karl Wandrie sets up a scene 
* of “slashing” process which intertwines fibers 
A) into single durable unit. 


THE FIRST SALE! 


Berenice Connor, 
who directs edi- 
torial promotion 
for the JOURNAL, 
shows one way 
the serpent in 
Garden of Eden 
might have made 
his “pitch” to 
Adam, 
putting across 
“the first sale” 
to women . 


The Journal Shows the Way to the Ladies 


Fast-Moving Visual Show Brings Editorial Message to Media Men 


HAT SNAKE IN THE GRass who sold an 
‘hook to “Madam Adam” was the first 
salesman to successfully reach the “women’s 
audience.” He did it by getting his customer 
emotionally “involved” with his product, and 
by painting pretty pictures to show her all 
the good things in store for apple-eaters in 
the Garden of Eden. 

It was that “Involvement” that counted the 
most then—and it still does, according to A 
Man’s Guide to Women, a new editorial pres- 
entation of the LapiEs’ HOME JOURNAL which 
is traveling the country and reaching advertis- 
ing and agency executives in over a hundred 
shows in 30 cities across the country. 


Combines Films, Sound and Slides 


The Ladies’ Home Journal editorial promo- 
tion, which features films, slides and an ela- 
borate bag of audio-visual equipment, follows 
somewhat in the pattern of the traveling shows 
of the LHJ’s brother publication—the Saturday 
Evening Post, and the Journal’s own successful 
show in 1958—Womanpower. 

A Man’s Guide to Women is narrated in 
person by Berenice E. Connor, the Journal’s 
director of editorial promotion. Written by 
Stan Sobel, it demonstrates the vastly different 
ways men and women become involved in the 
subjects and situations of life. It shows how 
the Journal “involves” women by meeting their 
needs in many areas of interest. This in turn 
puts them in a susceptible mood to receive 
the magazine’s advertising messages. Miss 
Connor’s commentary is accompanied by two 
motion pictures, one a filmograph, and several 
dozen slides projected on a wide-screen. 


Designed and Produced by Visualscope 


Traveling the show for Miss Connor with 
a station-wagonfull of audiovisual equipment, 
props and other stage accoutreinents is Les 
Olin, LHJ production manager. The presenta- 


tion, designed and produced by Visualscope, 
Inc. features two Bell & Howell 16mm sound 
projectors modified for remote automatic 
operation, a specially constructed wide-screen 
slide projector, and control panels, flexible 
stage settings, screen and electrically controlled 
curtain—all constructed by Wilcox-Lange, Inc., 
Chicago. The “stage” is adaptable to many 
size rooms, being flexibly wide within a 16 ft. 
to 30 ft. range. 


Personalizes a Reader’s Viewpoint 


One portion of the show instills in the 
audience the same kind of subjective feelings 
which the Journal imparts to its readers. With 
a woman’s voice narrating in the background, 
photos of children from birth to adolescence 
(taken from the pages of the Journal) in b/w 
filmograph using a picture rhythm sequence 
are framed on a_ wide-screen slide which 
changes at certain critical points in the movie 
sequences. 

The dramatic effect of this is intensified by 
the woman’s stream of consciousness style. 
Representing a typical woman reader, she 
illustrates to the audience how deeply and 
personally “involved” she has become in what 
is unfolding on the screen. 


Exemplifies Timing and Showmanship 


A key to the success of the show is the fast 
timing, and careful rehearsal of the Connor- 
Olin team. Miss Connor controls the action 
of the film equipment, and cues Mr. Olin on 
other operations, by a push-button hidden in 
her hand. She speaks on a lavalier microphone 
concealed in a corsage. When—as at the Plaza 
Hotel in New York—a sight and sound gag 
such as “a typical woman attempts parallel 
parking 63 times a month,” breaks up the 
house, Miss Connor can milk the laughs skill- 
fully and still keep the show running smoothly 
on time. 
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BUSINESS FILMS OF THE MONTH 


How GOOD 
is a Good Guy? 


New Human Relations Picture 


Gives Management Useful Answers 


His New FitM Asks “How Good is a 

Good Guy?” and answers its appropriate 

title question by pointing out that today’s 
typical “good guy” in a supervisory or man- 
agement role isn’t much good at all, to himself, 
to his associates or to his company. 

The latest of a widely-syndicated series of 
similar motion pictures produced by Round- 
table Productions, How Good is a Good Guy? 
deals from strength and uses vivid picturization 
of “situations” as it provides useful guidance 
to management and supervisory development 
groups on this important subject of effective 
leadership. 


His Failings Can Become Successes 

The 21-minute sound film sets up three visu- 
alized problems in which the “good guy” fails 
to live up to his leader’s role; it then depicts 
how these failings can be turned into successes 
by understanding and fortitude. 

The need for “acceptance” and approval that 
leads the supervisor or manager to becoming 
pre-occupied with the “feelings” of the men 
under him can turn him into an ineffectual 
“good guy.” All his knowledge and experience 
go by the boards and departmental efficiency, 
morale and production suffer from his unrecog- 
nized “insecurity.” 

Hidden Factors in Personal Relations 

How Good is a Good Guy? explores the 
hidden factors as it pictures a typical appraisal 
interview. Here, the new supervisor fails to 
tell a subordinate where he stands, what his 
shortcomings are, leaving doubt and confusion. 

A department manager is “afraid” to offer 
needed criticism of a “problem” worker; a 
young supervisor is so worried about the men’s 


*A good plan for departmental reorganization 


is sacrificed because this supervisor doesn't 
want to hurt his men’s feelings. 


As the film’s narrator points out, being a 
“good guy” is costly to the leader himself, 
to his men, and to his management. 


“feelings” toward him that he allows an impor- 
tant change in work methods to be pushed 
aside. 

In each of these situations, the film analyzes 
the reasons behind the failures and a re-enact- 
ment of each is used to show the right way to 
handle the p:ob'em. 


Pre-Tested in Industry and Schools 

The film was written and produced by Leon 
S. Gold of Roundtable Productions and di- 
rected with a fine professional touch by Jack 
Denove. It was pre-tested among industrial and 
educational organizations on the West Coast. 
Technical consultant was Albert E. Ross, Ph.D. 
and the training consultant was A. Bruce Rozet. 

The picture is designed for a wide variety of 
training and management uses: appraisals, in- 
terviewing, supervisory relations, dealing with 
the problem worker and overcoming resistance 
to change. 

How to Obtain This Picture 

Prints are available in color at $240, in 
black & white at $140 from the producer, 
Roundtable Productions, 8737 Wilshire Blvd., 
Beverly Hills, California. 


A Film Guide for Management 

Films of special interest to manage- 
ment groups are listed in a brief guide 
available from BUSINESS SCREEN, 7064 
Sheridan Rd., Chicago 26. Enclose 25¢. 


This department manager (right) knows this 
man’s work has slipped; it will continue to 
suffer when he fails to put him straight. 


CONTACT LENS STORY 


Sponsor: Obrig Laboratories, Sarasota, Fla. 


TITLE: Technique of Fitting Concentra Corneal 
Type Lenses, 261% min., color, produced by 
Morgan-Swain, Inc.—Florida Film Studios. 


ve Obrig Laboratories has scored another en- 
thusiastic reception of its outstanding film on 
the fitting and manufacture of contact lenses. 
When the 16mm film, Technique of Fitting 
Concentra Corneal Type Lenses, was first 
presented at a meeting of ophthalmologists, 
opticians and optometrists in Rochester, NY, 
recently, it was well received by the professions. 


Being Shown in Both Hemispheres 


Cited as an excellent medium for educating 
the public in the use of these optical aids, the 
film is booked solidly for months ahead 
throughout the nation. Last month a language 
barrier was overcome as the Spanish version 
of the motion picture was shown in Caracas, 
Venezuela, for the first time. Here, too, the 
message was received with great acclaim, and 
the Obrig firm is now busily booking the 
picture throughout South America and other 
Spanish-speaking countries. 

Philip L. Salvatori, head of Obrig Labora- 
tories, decided on the Spanish version after 
seeing the tremendous response the film had 
in the United States. Salvatori has become a 
leading authority on contact lenses since his 
firm first manufactured them 20 years ago. He 


Manufacture of contact lenses is pictured in 
this new Obrig Laboratories’ film. 


is the author of many standard works on the 
subject and has long taught professionals in 
the field of eye care. 


Technical Guidance by President 

Salvatori served as technical director in the 
production of the movie. His hands appear 
in several sequences as close-up scenes show 
the fitting of lenses. John McCarthy, a New 
York teevee-radio star, appeared as the Doctor 
in the film and played a true-to-life role in 
fitting contact lenses, showing how to write 
prescriptions, how to test for misfits, and how 
to teach patients to put in lenses and take 
them out. 

A trip to the factory shows the manufacture 
of these lenses. The film is highlighted by 
close-ups of the human eye. 
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Sponsor: The Babcock & Wilcox Company 


TITLE: Critical Lab, 15 min., color, produced 
by Audio Productions, Inc. 


vy One of the first non-governmental organiza- 
tions to go into atomic energy testing and 
construction work is the Babcock & Wilcox 
Company, long a leading manufacturer of 
steam boilers, mechanical stokers, refractories 
and other heavy industrial products. To “mer- 
chandise” this atomic know-how and _ skill 
gained as an early pioneer in the field, Babcock 
& Wilcox is using this new film which is aimed 
principally at the few men of industry in key 
positions to make pertinent decisions in nuclear 
construction projects. 

Babcock & Wilcox’s Critical Lab is designed 
to prove out nuclear theories on a small scale 
with “live” atomic experimentation. Its re- 


Supervisor (/) looks on as a foreman berates 
irate maintenance employee (r). It’s all be- 
cause of a misunderstanding of the job. 


NUCLEAR KNOW-HOW FOR INDUSTRIAL USE 


sults are the output of many minds and many 
special devices developed by Babcock & Wil- 
cox’s scientists for the study of nuclear energy. 

Shown on the screen are examples of critical 
testing performed on the reactors for the Nu- 
clear Ship Savannah and for the Indian Point 
atomic power plant of the Consolidated Edison 
Company. 

Critical Lab, telling its story in a straight- 
forward way, also makes effective use of some 
of the symbols well-known to those engaged 
in nuclear work. This has appeal to the 
specific audience for whom the film was 
designed and, to whom, terms such as “going 
critical,” “hot” and “scram” have a meaning 
all their own. 

To the layman, nevertheless, the film offers 
an intriguing glimpse of a strange new world, 
vitally important to all of us. > 


This secretary is capable of a superior per- 
formance, but she’s officious at times. An 
explanation clears way to merited raise. 


How Evaluation Can Help Reduce Turnover 


Air Foree Finds That “Performance Evaluation” Plays Important Role 


HE AiR Force, aside from its prime 
military function, runs a big business, 
hires thousands of civilians to do hun- 
dreds of jobs as diversified as those of any 
large industry. Industrial relations techniques 
for working with its civilian staff, the Air 
Force believes, should be as modern as the 
Jatest aircraft or missile maintenance methods. 

Having given the subject much analysis, 
Air Force personne! officials figure that the 
service’s problems of heavy employee turn- 
over may be somewhat alleviated by turning 
more attention to individual evaluation of 
performance. One useful tool now being 
widely shown in this program is a motion 
picture, Performance Evaluation, b/w recently 
completed for the Air Force by Dynamic Films, 
Inc. 

The film is a careful documentation of a 
recognizable situation that might be encoun- 
tered on any air base. Trouble arises when 
a new employee finds himself misunderstood 
and resentful at being told to do things he 
didn’t think he was required to do. Upshot— 
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he socks the foreman and the supervisor has 
to let him go. 

But as he signs the pink slip, the supervisor 
recognizes that this man could have been a 
valuable employee—if someone had carefully 
explained to him what the job was to be and 
how it was to be performed. 

None of the people in Performance Evalua- 
tion is a good guy or a bad guy per se. Each 
seeks to do his job better, and as the film 
progresses, each does find a littke more under- 
standing of his job. 

Performance Evaluation was produced and 
directed by Nathan Zucker of Dynamic Films, 
Inc. For the Air Force, Bruno Engler was 
the writer, under Lewis F. Baer, Chief of 
Scenario Branch. Lt. Comer C. Baxter was 
Project Officer. Franklin Kelso was Techni- 
cal Advisor. The film was supervised by 
Major Peter Boyko, Chief, Photographic Cen- 
ter, Orlando Air Force Base. 

An unrestricted government film, Perform- 
ance Evaluation should have wide application in 
industry and may become available for sale. 


Above: Susan Frank and Mueller Climatrol’s 
personnel manager, William Malloy “thread 
up” to show Worthington’s “report” film. 


Worthington’s Good Idea 


Takes Annual Meeting to Plants on Film 


OTION PICTURES of company plans, prog: 
M ress, new facilities and other useful back- 

ground data have long proven their value 
at shareholder meetings. A tradition among 
such companies as General Mills and at Mon- 
santo Chemical, where the company’s /959 
Newreel was shown at the recent annual meet- 
ing in St. Louis, films have been helpful in 
keeping the company’s owners informed. 

A new idea worthy of special note was the 
filming of the entire annual meeting of the 
Worthington Associated companies, which in- 
cludes the Mueller Climatrol Division. Mo- 
tion pictures, stills and sound recordings were 
made during the New Jersey sessions on April 
21. These are now being distributed for show- 
ings to company employees at Mueller Clima- 
trol and 42 other Worthington offices and plants 
in the United States and abroad. 

“The distinctive Worthington pattern of 
world-wide meetings stems from its manage- 
ment conviction that employees, as well as 
stockholders, should be completely acquainted 
with all significant details concerned with the 
company operation,” said Hobart C. Ramsey, 
Worthington’s Chairman of the Board. 

Employees saw and heard Walther H. Feld- 
mann, President of Worthington, report on 
Corporation modernization programs to keep 
pace with the °60’s; Chairman Ramsey told of 
the increasing overseas business involving in- 
terchangeable parts carried on by several 
Worthington Associated plants. 

The first annual world-wide meeting was 
“broadcast” over regular telephone wires. This, 
the second meeting, offered the additional ad- 
vantages of sight and sound. ig 


The Case of the Two Firestones 
vy The illustration caption on page 29 
of the recent Issue Two of BUsINEss 
SCREEN, identifying the picture as that 
of Harvey S. Firestone, Jr., was in error. 
The illustration actually showed Raymond 
C. Firestone, president of Firestone Tire 
& Rubber Company. ye 
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Here’s the scene Phillips’ dealers saw as meetings were held in 18 different sales divisions. 


Phillips “Localizes” 1960 Sales Meetings 


Company's 20.000 Dealers. Jobbers Learn “The Secret to the Sixties” 


H* po You PLAN a sales meeting for 
20,000 dealers and jobbers that will carry 

the impact of a company-wide meeting, 
yet have the intimacy and timeliness of a “back 
yard” division presentation? With the challenge 
of a new decade ahead, the Phillips Petroleum 
Company wanted a revolutionary new type of 
program. 

After last year’s closed-circuit television 
meeting, “The Best Year of Our Lives,” E. H. 
Lyon, Phillips’ Vice-President of Sales, reasoned 
that there should be a way to combine live 
and film action, giving professional impact 
without losing the local touch. 

Centron Finds the Company’s Answer 

Centron Corporation, Inc., Lawrence, Kan. 
business communication firm, was engaged 
and asked to pursue this goal. After many meet- 
ings of its research teams and writers with 
Phillips officials to insure accuracy of tech- 
nical material, Centron found the answer to 
Phillips’ search. 

“The Secret to the Sixties,” a two hour 
and thirty-minute combination of motion 
picture, film strip, and live presentation, pro- 
vided the advantages uf a completely localized 
division meeting with those of one handled 
exclusively on the national level. 

Having the 1960 meeting produced by an 


outside firm that specializes in this type of 
presentation resulted in a production that was 
professional in appearance. The meeting fea- 
tured big name TV and recording stars and 
Was entertaining as well as informative. 


Highlights of the Meeting Program 

Close cooperation with the Phillips Sales 
Meeting committee, headed by Lyle Fought, 
Director of Sales Promotion and Sales Develop- 
ment, made it possible to include technical 
information about new products, new advertis- 
ing and promotion, new approaches to cus- 
tomers, talks by company officials, information 
on the new look for stations and employees, 
and up-to-date market information. 

Committee members were: George Glat- 
telder, Western Divisions Senior Assistant 
Sales Manager; Frank DeVoe, LP-Gas Sales 
Manager, and Paul Warner, Sales Promotion 
Manager. 

Show Is Made Up of Eighteen Sets 

The properties of “The Secret to the Sixties,” 
including sets, films, scripts, etc., were made 
in sets of 18 and were presented by the division 
managers and their assistants in meetings 
throughout each of Phillips’ 18 sales divisions. 

Thus it was possible for the professional, 
entertaining information to come from the 


Below: Charlotte Montgomery, automotive editor of Good Housekeeping Magazine, is featured in 


Phillips’ picture which presented her “Seven Ways to Woo Women Customers” at sales meetings. 


division manager, well known to the dealers 
and jobbers, so that it was received as some- 
thing pertinent to each particular audience. 

“The Secret to the Sixties,” as a production, 
featured the local division manager and his 
assistants telling about the Six Keys that would 
unlock the mysteries of the °60’s. 

These “Six Keys” were: New Approaches; 
New Customers; New Products; New Advertis- 


Left: Anita 
Bryant sang 
“Mystery Lady” 
at the 1960 
sales meeting 

to point up 
Super Mystery 
Driver Contest. 


ing and Promotion; New Look, and, most 
important of all, it was revealed to the audience 
that the dealers and jobbers themselves are 
the “Sixth Key.” 


Films and Filmstrips in the Show 

Films and filmstrips illuminating the meeting 
program included: 

1. Station driveway skits, featuring Rowan 
and Martin, television comedians, as station 
attendants who show how, and how not, to 
handle customers. 

2. Charlotte Montgomery, Automotive Edi- 
tor of Good Housekeeping, who gives some 
very interesting facts on women customers. 

3. Anita Bryant, popular television and 
recording star, singing original music (written 
at Centron and recorded by a Hollywood 
orchestra) that illustrates such points as “New 
Look,” “The Mystery Lady,” “The Six Keys 
to the Sixties,” and “The Secret to the Sixties.” 

4. A chorus and dancers combining enter- 
tainment and a message to focus attention on 
important points. 

5. Talks by company officials on various 
educational and motivational subjects. 

6. Several technical and promotional films 
on the new products Phillips is introducing. 

7. Examples of Phillips advertising and 
promotion for 1960-61. 


Rear Projection Was An Advantage 

Several technical phases in the Phillips’ 
production are worthy of mention. Use of 
rear projection motion picture and slide equip- 
ment made possible the following advantages: 
distracting projection noises are eliminated; 
meetings can be presented in a semi-lighted 
room; projection equipment and operators are 
out of sight of the audience. 

These factors add to the believability and 
ease of co-ordinating the action between the 
screen and live portions, and give the presenta- 
tion a more professional air. 

The unique construction of the sets, designed 
(CONCLUDED ON PAGE SIXTY-NINE ) 
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ISITORS TO ROCHESTER, New 
York headquarters’ offices of 
the Eastman Kodak Company 
are being welcomed these days in 
the Company’s shining new two- 
story Reception Center building at 
the base of Kodak Tower. And, 
as you'd expect from a _ world 
leader in visual materials and 
equipment, the new Reception 
Center also provides some mode! 
facilities for audio and visual pre- 
sentation and meetings. 

The Center’s spacious, contem- 
porary design welcomes Kodak’s 
guests but these new facilities are 
also fully functional as a display 
area for the Company’s products 
and in their provision for meetings 
of visiting groups and committees. 
They are also the site of Kodak’s 
own frequent briefing and training 
activities, 


All the Tools Are at Hand 


Theaters and meeting rooms 
provide for a wide range of both 
audio and visual tools and tech- 
niques. They are designed for 
flexibility and simplicity of use. 

It is this aspect of the Reception 
Center which Kodak believes may 
serve as models for the classrooms 
and conference rooms of the type 
the Company is promoting among 
its customers. On this premise, 
the Editors of BusINEss SCREEN 
take you on a “visual tour” of the 
Center in these pages. 

Some Technical Highlights 


Features of the new Center 
facilities include: (1) a sound 
center with master control of 
microphones, stereo tape recorders 
and amplifiers, (2) a special com- 
mittee room equipped with a 
presentation center and built-in 


This view toward rear of first floor theater shows projection booth and 
sound control center. See first floor layout at the top of this page. 


- > 
€ 
w 


ae 


PROJECTION 


DISPLAY ROOM 


THEATRE 


RECEPTION LOUNGE 


FIRST FLOOR 


THE KODAK RECEPTION CENTER 


NEW BUILDING HAS MODEL FACILITIFS FOR AUDIO & VISUAL PRESENTATION 


Master sound control center in projection booth of first floor theater in- 
cludes provision for feeding sound to all second floor meeting rooms 
and for making conference records from the facilities above. 


outlets for electronic flash, (3) a 
25-seat theater, with many unusual 
facilities, (4) varied assembly 
rooms with movable walls and 
additional presentation centers, 
and (5) a display room with a 
unique combination of lighting 
units. 


Model Conference Rooms 

The reception center is designed 
to serve as a model of conference 
rooms, where meetings of visiting 
groups and committees can utilize 
the most modern facilities, as a 
display center for effective showing 
of company products, and as an 
attractive place to welcome Kodak 
guests. 

The display room on the first 
floor puts major emphasis on fine 
prints, transparencies, and out- 
standing achievements of photog- 
raphy. But it will also present 
(CONT'D ON FOLLOWING PAGES) 


Front view of first floor theater. Six by 13%2-foot screen provides for 
widescreen images; side-by-side images by multiple projection. 
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CENTRAL 
ASSEMBLY ROOM 


At left: floor plan of the 
entire second floor area at 
the Reception Center. Views 
of the President's Room, 
“typical” North Assembly 
Room are on facing page. 


SOUTH 
ASSEMBLY ROOM 


floor at the front of the theater. 
A large movable sink with integral 
lighting and work facilities are 
available for some demonstrations. 

A lectern serves not only the 
usual purpose of supporting the 
speaker and his manuscript, but 
also as a control center from which 
he can adjust the lighting; turn 
projectors on and off; change 
slides, and control the volume of 
the sound and various special 
effects. 


NORTH 
ASSEMBLY ROOM 


\ 


! 
PRESIDENT'S ROOM |||_----==- -4- ----- 
4 
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SECOND FLOOR 


KODAK’S NEW RECEPTION CENTER: 


what is new and different in 


A BUSINESS SCREEN 
PICTORIAL PRESENTATION 


Kodak’s products and services. 
Attendants are available to discuss 
Visitors’ interests. 

The first floor theater is 22 feet 
wide and 27 feet long; its 25 seats 
rise in four rows. Curved walls 
and ceilings and a slanting rear 
wall are expected to contribute to 
ideal acoustic conditions. The 
large projection screen, 6 x 131'4’, 
permits side-by-side projection of 
three standard images. It is of 
highly efficient lenticular fabric, 
selected to produce images of 
standard brightness, even from 
8mm equipment. 

Two speakers that will re- 
produce either monophonic or 
stereophonic sound, adjoin the 
screen. To provide maximum 
flexibility for photographic demon- 
strations, connections for hot and 
cold water are installed in the 


This movable projector stand accommodates motion picture projectors, 
slide projectors and sound equipment. Control box permits projectionist 
to handle room lights, other controls from vantage point. 


Controls in the Audience 

A portable control unit, similar 
to the one in the lectern, can be 
plugged into a wall connection at 
the rear of the theater. With it, 
a person can sit in the audience 
area and control all the functions 
of the theater, as may be desired 
in a presentation while in con- 
ference with clients. 

The master sound center con- 
tains stereo tape recorder equip- 
ment, with associated amplifiers. 
A master stereo-monophonic con- 
trol center feeds power amplifiers 
that drive the speakers. Connec- 
tions with the second floor make 
it possible to feed sound from this 
area to any room in the center. 

When multi-lingual conferences 
are necessary, special sound equip- 
ment will connect each member of 
the audience with a translator in 
the projection room, similar to 


Folding walls make it possible to combine all three second-floor assembly rooms into single, large meeting area; note chair arrangement at rear. 
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Lectern close-up: if serves as a 
control center for room lights; 
slide changes, motion picture pro- 
jector operation; volume control of 
sound, etc. by the presenter. 


that used by the United Nations. 
A 27 x 36-foot committee room 
with a large table that accommo- 
dates 24 persons, is designated the 
“President’s Room,” a name de- 
rived from portraits of the firm’s 
chief executives. 


Full Range of Meeting Tools 

The “presentation center” in 
the room provides built-in facili- 
ties for such materials as a chalk- 
board, magnetic board, flat and flip 
charts. Behind the chalkboard 
assembly is a projection screen, 
with a pair of recessed speakers. 
When not in use, the facilities are 
covered by two ornamental floor- 
to-ceiling screens; when closed, the 


screens provide a decorative effect. 

Additional presentation sections 
are located on the north and south 
walls of the assembly room area. 
A 9’ x 12’ movable motion picture 
screen has been recessed in the 
ceiling. This can be lowered for 
use when two images are needed, 
or when a presentation calls for 
the simultaneous use of more than 
one projector. 

The remainder of the reception 
center’s second floor consists of 
three areas, separated by movable 
walls. The walls have low sound 
transmission, thus, the three areas 
(or rooms) can be used simul- 
taneously for separate meet- 
ings without auditory interference. 
They can also be combined into 
one large room. 


Facilities Are Flexible 

The flexibility of the center’s 
facilities lends itself to a wide 
variety of meetings, Kodak officials 
pointed out. They may be in- 
formal discussion groups, recep- 
tions, exhibits, formal lectures and 
classroom type of meetings. In 
addition to special furniture, 
power outlets in the ceilings and 
side walls have been installed so 
that the resources of the exhibits 
division can be used to create 
displays to fit the needs of the 
meetings. 

Company officials believe the 
Center is a reasonable answer to 
most modern presentation prob- 
lems——where the work of a group 
can be accomplished with maxi- 
mum efficiency. 


The President’s Room, a second floor committee room, is designated by 
portraits of Kodak Presidents on its walls. Ceiling light panel can be 
switched to provide two rows of lights directly over table. 
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The North Assembly Room on second floor with projection wall in a 
closed position. Light gray area of front wall consists of cork board on 
which temporary displays can be conveniently mounted. 


Second view of North Assembly Room shows its combination chalk- 
magnetic boards in use. They are counter-weighted for ease in raising 
or lowering; upper edges have fixtures to hold charts, maps, etc. 


And here’s the North Assembly Room in use as a theater with a len- 
ticular screen in action with projected images. This versatile facility 
contains lectern (at front) with its complete room controls. 
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Above (/ to r): Bill Pratt; O. H. Coelln; speaker Dick Borden, pres.-elect Al Morrison; past presidents John Hawkinson, O. H. Peterson, R. P. Hogan. 


[AVA Gathers for 14th Annual Meeting 


Industrial Audio-Visual Executives Eleet Morrison as President: 


Program Includes Latest in Techniques and Equipment for Business 


ETTING THEIR PROGRAM CouRSE on the 

basic theme of “The Challenges in Com- 

munication: the 1950's and the 1960's” 
members of the Industrial Audio-Visual Asso- 
ciation covered a wide range of interesting 
topics at the 1960 annual meeting of this group, 
held at the Moraine Hotel in Highland Park, 
Ill. on April 25-28. 

Alan W. Morrison, Socony Mobil Oil Com- 
pany, N. Y., was elected president for 1960-61, 
succeeding John Hawkinson, Illinois Central 
Railroad. Vice-presidents elect are Ken Pen- 
ney (Minnesota Mining & Manufacturing Co.) 
and William Pratt (American Telephone & 
Telegraph Co.). 


New Officers for the Coming Year 


James Craig (General Motors Corp.) was 
re-elected as secretary with Ralph Fairchild 
(LeTourneau-Westinghouse) as assistant sec- 
retary. Fred Woldt (Illinois Bell Telephone 
Co.), program chairman of the annual meeting, 
was elected treasurer for the coming year. 

Guest speaker honored at the annual ban- 


quet on Wednesday evening, April 27, was 
Richard Carman Borden, noted sales training 
authority and a principal in the widely-used 
series of Borden & Busse sales training films. 
Mr. Borden presented some of the guiding 
principles behind his successful motion pictures. 
He was introduced by O. H. Coelln, publisher 
of BUSINESS SCREEN. 


Award Plaque to Retiring President 

A highlight of the evening banquet program 
was the presentation by O. H. Peterson, Stand- 
ard Oil Company of Indiana, of the Past Presi- 
dent’s Plaque Award to retiring IAVA presi- 
dent John Hawkinson of the Illinois Central. 

Daily meeting programs were replete with 
demonstrations of new audio-visual equipment, 
techniques and film production ideas. The ap- 
plication of the “teaching machine” principle 
in modern industrial assembly line production 
was described by William C. Ralke, president 
of the Ralke Company, Inc. and builder of the 
“Audio-Visual Matic” viewer and tape repro- 
ducer equipment now being used along the 


New officers of LAVA below are (1 to r): vice-president Bill Pratt; secretary James Craig; president 
Alan Morrison; assistant secretary Ralph Fairchild; and treasurer Fred Woldt. 
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Banquet speaker Richard C. Borden (left) 
is welcomed by [AVA president Alan Mor- 
rison at association's annual dinner. 


assembly lines at one West Coast aircraft plant. 

The time-saving and other advantages of 
this equipment were cited by the speaker who 
observed first experimental uses of this equip- 
ment showed savings in moving assembly per- 
sonnel from line to line with less rework, 
reduced supervisory time, less inspection re- 
jects and reductions in actual job instruction 
time. He also noted that the military is using 
similar equipment to train machine tool work- 
ers, for fire-control instruction and to show 
NATO personnel overseas the operation and 
maintenance of defense material. 

A similar type of equipment, the “Auto- 
Tutor” developed by the Western Design Divi- 
sion of U. S. Industries was demonstrated on 
the program by John W. Nowak, director of 
public relations. 


Science Appeal and History in 8mm 


“Films With Science Appeal” were shown 
and described by Jonathan Karas, Karas & 
Associates of Durham, New Hampshire. Mr. 
Karas is a science and engineering consultant 
to the advertising profession who has created 
unique engineering and science demonstrations 
for films and television. 

Martin Phelan, vice-president of the Eastin- 
Phelan Corp., Davenport, Iowa, spoke on the 
possibilities of 8mm motion pictures, with spe- 
cial emphasis on his organization’s duplication 
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of historical films from the library of Congress 
Archives. The tremendous number of 8mm 
silent projectors among individuals in the U. S. 
was cited as a potential for sponsor considera- 
tion. 

The afternoon program on April 27th was 
largely devoted to a visual presentation and 
demonstration by representatives of the East- 
man Kodak Company. John Flory and Tom 
Hope, advisor and associate on Non-Theatri- 
cal Films for Kodak, reviewed “Dynamic De- 
velopments and Technical Breakthroughs in the 
Audio-Visual Field” and technical representa- 
tives of the company showed the new Kodak 
8mm sound projector and its new automatic 
“Cavalcade Programmer” for visual presenta- 
tion. New fast color films were discussed by a 
representative of Kodak’s Motion Picture Film 
Department. 

W. M. Bastable, formerly head of audio- 


| John Hawkinson (left) receives plaque 

award as Past President from O. H. Peter- 
_ son, also a former president of the asso- 
| ciation and one of its founders. 


Fred Woldt, chairman of the 14th annual meet- 
ing, opens the association’s eventful three-day 
program, noting the challenges in communica- 
tion through past two decades. 


visual activities at Swift & Company and now a 
regional executive for Sterling Movies U.S.A. 
talked on “Films as a Medium.” 


Talks on Foreign Use of Ad Films 

Other outstanding meeting highlights in- 
cluded a talk on “Overseas Film Promotion and 
Distribution” by Jay Berry, National sales chief 
of the Alexander Film Company, and a show- 
ing of international advertising film winners. 

The new General Electric Thermoplastic Re- 
corder was described by IAVA member Ray 
W. Bonta of GE and vice-president elect Bill 
Pratt of AT&T explained the employee eco- 
nomic education program currently being un- 
de-taken in the Bell System. } 


Plans Underway for Fall Meeting 
Plans for the fall meeting of IAVA, tradition- 
ally held in the East, are being made by a com- 
mittee of members in that area. Princeton, N. J. 
is the likely site, as in recent years. i 


IAVA Regional Directors-elect shown below (1 to r) are: Frank Meitz, Western Region; Charles 
Shaw, Central Region; Harold Dafjer, Northern Region; and Erik Kristen, Easiern Region. 
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Below: Aetna’s new traffic safety film shows 
“before and after” scenes as it takes a young 


A Better Day’s Driving 


Aetna Film Helps Us “To See Ourselves” 


“O wad some Pow’r the giftie gie us 
To see ousels as ithers see us!” ... 


vy Poet Roberts Burns’ immortal thought is the 
theme of a new traffic safety film recently pro- 
duced by Aetna Casualty and Surety Company 
and premiered at the 1960 meeting of the 
Greater New York Safety Council. 

The 15-minute color film, To See Ourselves, 
makes dramatic use of the camera to grant 
Burns’ wish to modern motorists, who always 
blame the “other fellow” for their traffic 
troubles. 

Action revolves around Jim Morrow, a 
young sales executive, who cuts his home-to- 
office travel time too short and misses seeing 
an important client because “a lot of danger- 
ous, discourteous drivers” made him late. As 
Morrow complains about other drivers, a magi- 
cal power whisks him back to his own drive- 
way and makes him relive his drive—but this 
time it was different! 

During his second trip, he takes the place 
of the other drivers with whom he was involved 
and, thus, is able to see himself as the others 
did earlier that morning. Instead of blaming 
the “speeding” driver, who almost hit him as 
he backed out of his driveway, Morrow sees 
that he shot into the roadway without checking 
for traffic. Other incidents also make him see 
himself as others saw him. 

The motion picture opens with a panoramic 
view of the hills of Scotland, dissolves to the 
cottage where Burns lived. The Aetna Cas- 
ualty production crew searched long and hard 
for background for the next scene, in which 
an actor portraying the poet voices the words 
that inspired the film. The proper pastoral 
setting was finally found near Avon, Conn. 

To See Ourselves is the latest in a series of 
public safety films produced by Aetna. It is 
being distributed on a free-loan basis for show- 
ings by safety organizations, schools, and other 
civic and community groups. Bookings may 
be obtained by writing the Information and 
Education Department, Aetna Casualty and 
Surety Company, Hartford 15, Conn. eg 
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CASE HISTORIES OF NEW 


i FILMS FROM GOVERNMENT 
Left: the famed “Railsplitter” 
¥ ; painting, shown in “The Search 
for Lincoln’ pictures a role 
stressed by reporters during 
his first campaign for 
4 the Presidency in 1860 .. . 
. 
Telling the World the Story of Lincoln 
“In Search of Lincoln” Brings His Life and Lore to People Checking storyboard (/ to r): Larry Moore, 
; ‘ Throughout the World in a U. S. Information Service Film Project Supervisor; Martin Konigmacher, of 
Creative Arts; Adviser Dr. William Morgan. 
= Sponsor: United States Informa- _ prettied up as befitted a leading 
An Historic Series on the U.S. Navy 

TitLe: In Search of Lincoln, 20 Lincoln was born in a small log 
| aes b ie he Pen te Wond cabin in Hodginville, Kentucky. The Navy's Role in the Civil War Is Depicted as Two New 
3 log fot: ~ . The film shows the cabin, now a Color Films Join Series Which Is Being Shown in Service 
sel, Carlisle & Dunphy, Inc. 
; national shrine, and the poor, hilly 
* * & land it stood on as it must have pert ... LEADERSHIP ...tra- — hand,” says Milton Tinsley of 

been then. The picture moves on dition . . . heritage . . . esprit- Creative Arts. 

4 following Lincoln’s early life to de-corps. There is a lot to learn “We worked in complete co- 
one Ameri Spencer County, Indiana, and to for the new recruit in our United operation with only one project 
the Sangamon River in Illinois, | States Navy. Much of it is best supervisor for each filmagraph.” 
E eae a mae _ nerd ba “ and to New Salem where his career | gleaned from a thorough knowl- There was a lot of work be- 
as a man began. edge of naval history. And so tween the preliminary script for 
: “em payer he ae _ oe Interspersed with actual scenes the U.S.N., in keeping with its part I of the History of the Civil 
of he of the places Lincoln lived, the record for maintaining a consist- War, for example, and the com- 
film uses old prints, daguerre- ently good training film program, posite print which is being viewed 
otypes, cartoons. It looks into ac- has sponsored a series of fascinat- now in Navy classrooms and by 
| tual courtrooms where Lincoln ing, colorful 16mm filmagraphs the public. 
practiced law on the 8th Judicial about The History of the United First, Creative Arts submitted 
U the places and to show them as 


they were then, in 1809 to 1865. 


Path Accurately Followed 
The library in Springfield is a 
good place to start. Here is his 
inkwell, gloves, books, and other 
things he wore or used. And his 
house nearby, first very plain, later 


Circuit. It shows the unfinished 
capitol in Washington during the 
war years and Ford’s Theatre 
where it all ended. 

In Search of Lincoln will be 
translated into 35 languages for 
use by the U.S.LS. all over the 
world. 


The site of the first Lincoln home in //linois was along the north bank 
of the Sangamon River, near Decatur, as pictured in the film. 
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States Navy. 

Two timely films in this series— 
depicting the role of the Navy in 
the Civil War—have just been 
completed by Creative Arts Stu- 
dio, Inc. of Washington. 

“We think the filmagraph ap- 
proach is a superior way to make 
certain films economically,” Navy 
officials say. 

A filmagraph is simple anima- 
tion achieved by multiple cell 
levels and camera animation 
movements. In the Civil War 
films, for example, rich, spectacu- 
lar paintings of battle scenes 
between the North and the South 
are as real as live action when 
the camera is used to create pan 
movements, all types of trucks, 
cross-dissolves, wipes, etc. These 
effects are most emphatic, convinc- 
ing—and inexpensive. 

The Navy discloses, “If we 
don’t have to have movement, we 
prefer good visuals which show 
imagination and ingenuity.” The 
Navy history series, which covers 
the past from the Revolutionary 
War through the Spanish American 
War, is a fine example of this art 
medium. 

From the producer’s point of 
view, “The Navy gives you a free 


very rough black and white story- 
boards for approval; then, a sec- 
ond, final script and storyboards to 
scale. At this point there was sound 
recording by tape, then the plan for 
animation for each frame of action, 
with the sound read syllable by syl- 
lable. After this, for consistency in 
art style, accurate full-scale pencil 
drawings were made of each scene. 

Finally, looking back to the 
original scale storyboards for 
color, and to the comprehensives 
(pencil sketches) for style, the 
final art was prepared. Animation 
began when the realistic paintings 
were finished. 

There was a great deal of pains- 
taking, time-consuming research 
on these 25-minute films. They 
have been designed for lasting 
value, and present a complete, 
authentic, colorful picture of our 
Navy’s past. 


* 


Fisheries” Films Win Awards 
Active among Government 
agencies using the film medium is 
the Bureau of Fisheries. Two 
recent Bureau motion pictures 
were awarded “Chris” citations at 
the 8th Annual Columbus, Ohio 
Film Festival held on May 8th. 
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It’s the Picture That Counts. . . 


For quality production, more and more of the quality accounts are 


entrusted to MPO’s care . . . and below is a list of companies whose mo- 
tion pictures* are currently being produced by MPO: ‘ 
Productions, Jue. 


in NEW YORK CITY 
15 East 53rd Street 


BURLINGTON INDUSTRIES, INC. GREATER NEW YORK FUND 
P. F. COLLIER & SON CORPORATION GULF OIL CORPORATION 
CONSOLIDATED NATURAL GAS COMPANY JOHNSON & JOHNSON . 
Murray Hill 8-7830 

E. |. DUPONT pe NEMOURS & COMPANY MONSANTO CHEMICAL COMPANY + 
FORD DIVISION, FORD MOTOR COMPANY PAN AMERICAN WORLD AIRWAYS in HOLLYWOOD 
FORD MOTOR COMPANY UNITED STATES ARMY 4024 Radford Avenue 

UNITED STATES STEEL CORPORATION POplar 9-0326 


in DEARBORN, MICH. 
For detailed information regarding MPO’'s Creative staff and studio facilities, write or 921 Monroe Avenue 
call Judd L. Pollock, 15 East 53rd St., New York 22, New York, MUrray Hill 8-7830 CRestview 8-4412 


*20 to 30 minutes in length. 
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Narrator Carlton Kadell in a 
scene from Blue Cross film ... 


The Cost of Illness 


“Decision™ Tells Facts About 
Hospitals’ Economic Problem 


Sponsor: Blue Cross Commission 
of the American Hospital As- 
sociation. 

TITLE: Decision, 29 minutes, b/w, 
produced by Fenton McHugh 
Productions. 

ve What about the high cost of 

hospitalization? Is it justified? 

Decision takes a close look at 
the factors involved in increased 
hospital costs, then asks the viewer 
to make his own “decision” as to 
whether or not they are within 
reason. 

The film is a documentary study 
of the complexities of a modern 
hospital. Because ,of the rapid 
technological advances in both 
skills and equipment, plus the 
highly trained personnel required 
to operate this equipment, hospital 
costs have advanced sharply dur- 
ing the past ten years. 

The picture was completely 
filmed in an actual hospital and is 
believed to be the most compre- 
hensive documentary ever pro- 
duced on the general operation of 
a home for the sick. From the 
stark, dramatic shapes of the op- 
erating room to the bright, cheer- 
ful nursery, the camera pokes its 
eye, recording the happiness, trag- 
edy, joy and sorrow that are part 
of everyday hospital life. The role 
of the institution’s employees, es- 
pecially that of the nurse, receives 
a lot of attention in the film. It 
reveals that personnel account for 
over 65 percent of hospital costs. 
Not only must the institution pay 
these employees, it must also train 
them. 

As narrator Carlton Kadell puts 
it: “The cost is huge—yet some- 
one must train them. The hos- 
pitals are doing it!” 

Decision was premiered recently 
when representatives of 85 Blue 
Cross plans operating in this coun- 
try and Canada, met in Los Ange- 
les. Distribution plans will be an- 
nounced soon. Wy 


CASE HISTORIES OF CURRENT SPONSORED FILM PROGRAMS 


“Powercasting” for the Utility Business 


Westinghouse Film Shows New Method to Company Management 


Sponsor: Westinghouse Electric 
Corp. 

TITLE: Powercasting, 34 min., 
color, produced by Westing- 
house, with cooperative produc- 
tion services by Audio Produc- 
tions, Inc. (overall), and Mil- 
ner-Fenwick, Inc. (cartoon art 
and animation). 


vy This is a specific selling tool 
to be shown to a small but very 
important audience: the top man- 
agement of utility companies. It 
shows a new method for accurately 
answering this question: “When 
and where should what facilities 
be added to a system in order to 


assure adequate electric service to 
the community at minimum aver- 
age annual cost.” 

The answer lies in a new use of 
a high-speed digital computer 
which simulates the actual opera- 
tion of a utility system. In 20 
minutes it duplicates 20 years of 
operation of the system. 

How important forecasting of 
power requirements can be is told 
on screen by A. C. Monteith, vice 
president of Westinghouse’s Ap- 
paratus Products Group. He says 
that a utility company’s wrong 
decision today compounds itself 
tomorrow. There are no longer 
any little errors and no_ utility 


when your films 
are out of circulation 


... is the best time for you to have 
us remove scratches, correct 
brittleness, repair sprocket holes, 
remake dried-out splices. 


Then, thoroughly reconditioned, 
your prints will be ready for hard use 


again in the fall. 


Of course, before proceeding 
we tell you the cost...SEND 
US YOUR PRINTS NOW. 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 
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company can afford to make big 
ones. Yet, the utility industry 
must make a system investment of 
150 billion dollars in the next 20 
years . . . enough new power to 
serve the whole world today. 
Westinghouse’s Powercasting 
system, as the film illustrates, 
undertakes to predict the unpredic- 
table by programming the compu- 
ter with such factors as actual 
history of the system, alternatives 
for various rates of growth, sea- 
sonal factors, daily peak load 
averages, maintenance conditions 
and other possible operating cir- 
cumstances. It produces accurate 
probabilities that make the method 
a major new tool for solving the 
complex problems of utility econo- 
mics. 
* 


A Hand from DeLaval 


How Milking Was Mechanized 


Sponsor: The De Laval Separator 

Company 
TITLE: The Greatest Milking Hand, 

21 min., color, produced by 

Gilbert Altschul Productions 
vy Milking Bossy has always been 
the dairy farmer’s roughest job. 
It takes up a lot of time, an awful 
lot of elbow grease; and unless 
the milker is a really crackerjack 
manipulator it is inefficient. 

Luckily, most modern dairymen 
modernized their barns years ago 
with mechanical milkers, and 
today, even folks with a few family 
cows can find suitable milking 
equipment. 

The Greatest Milking Hand 
shows how mechanical milking 
saves time and labor and contrib- 
utes to higher production, healthier 
cows and a better profit-making 
herd. 

Animated drawings show how a 
cow’s udder is built and how milk- 
ing action works. The film explains 
how cows have been developed 
from the primitive breeds to the 
prime milk-producers of today. 
The modern mechanical milker is 
scientifically designed to operate 
in conjunction with the highly and 
artifically developed milk-making 
system of the modern dairy cow. 

The film shows that before the 
first De Laval Milker was sold in 
1918, 24 years were spent by the 
company in continuous experiment 
and research to perfect a milker 
which would be commercially 
practical and successfully solve 
all of the problems theretofore 
encountered. Many of these early 
milker outfits are still in operation. 

The De Laval film is available 
from Modern Talking Pictures. 
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“These Kodak Pageant Projectors can record sound as well as play it back. We use them to transfer sound 


from magnetic film to duplicate prints... saving time and recording 


pense, and 


iding flexibility.” 


“Movies communicate in minutes what would 
otherwise take hours or days to learn” 


Says producer Charles Probst, President, Cine- 
fonics Inc., a Division of Cook Electric Company, 
Chicago, Illinois: 
“Our movies speed the interchange of technical 
information—create an understanding vitally 
needed among engineering teams widely sepa- 
rated by place, time, or technology. These mo- 
tion pictures also help the layman understand 
scientific advances, especially in nuclear and 
space age projects. 

“Cinefonics film reports, we've been told, can 


interpret and communicate—faster than _per- 
sonal talks or visits. 

“One way we meet our ‘crash’ deadlines— 
when vital information must be filmed with 
sound and rushed to many places for viewing 
simultaneously—is with the Kodak Pageant Pro- 
jector setup (above) for recording magnetic 
sound tracks. 

“We use many Kodak Pageant Sound Pro- 
jectors because they’re compact and quiet, be- 
cause their performance flatters the motion pic- 


tures we make, and because they don’t get in the 
way of what we’re showing.” 


Smooth presentations 


... that’s the Kodak Pageant idea. A projector 
that takes distractions out of screened instruc- 
tional, sales, educational, and business motion 
pictures. 

A Kodak audio-visual dealer will demonstrate. 
Or, write for detailed booklet. 


Kodak Pageant Projector) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 


NUMBER 3 © VOLUME 21 °e 


of 
| 
: 
His 


tr STUDIO 
16MM 


closed circuit 


TV cameras 


TRIPOD 
105 


@ ELEVATOR COLUMN with worm gear 
drive for fast, accurate positioning. 

@ STILL CAMERA and FRICTION 

Pan Heads interchangeable. 

LO-HI UNIT 

works right down to the floor. 

COLUMN EXTENSION for emergency 

extra-high shots. 

TRIPOD DOLLY 

for full maneuverability. 


FREE BROCHURE | 
FREE BROCHURE on SAM- 
SON TRIPOD and acces- 
sories with descriptions, 
prices and illustrations. 


WRITE TO: 


UICK-SET.. 


8133 WN. Central Park Skokie, til. 


SEND FREE BROCHURE on SAMSON TRIPOD and 
accessories with descriptions, prices and illu- 
strations 


Firm Name__ 
Street No. 


Recruit Joins Battle: 
Left: latest recruit in 
the fight against cancer 
is the irrepressible Mr. 
Magoo who’s now ready 
to do battle in this 
American Cancer film 
available for showings. 


Two New Pictures to Aid Fight on Cancer 


American Cancer Society Offers “Inside Magoo” and “Off the Shelf” 


4 ign AMERICAN CANCER SOCIETY not long 
ago released two enlightening motion pic- 
tures for the eyes and ears of the nation’s tele- 
vision audience, industrial and educational 
groups, clubs, schools and civic organizations. 

The first, Inside Magoo, has three versions 
in technicolor: the theater angle runs six min- 
utes; crusade, 144 minutes, and educational, 
14% minutes. The second film is Off the Shelf, 
a 29-minute, color production. 

Inside Magoo opens with a history of mo- 
tion pictures, followed by some of the earliest 
animation and climaxing with a statement by 
Jim Backus and Steve Bosustow, who intro- 
duce Mr. Magoo. The funny man enters by 
walking through a window instead of a door, 
drives his car out of the wrong side of the 
garage and continues on his nearsighted way. 

“Magoo” Is a Medley of Fun and Fact 

He has a foot-race with a sound truck which 
happens to be broadcasting the seven danger 
signals of cancer. Fleeing from the truck, 
Magoo lands in a fun-house at a carnival. 
Through several accidents, he begins to feel 
he has the seven danger signals. So he goes 
to a doctor and learns, much to his delight, 
that he is healthy, happy and sound. Only his 
sanity can be questioned! 

The crusade closing of the film returns to 
Backus and Bosustow, who introduce the audi- 
ence to various research laboratories, following 
which the narrator points out how much re- 
search costs, and asks that the public continue 
its generous support of research, so the cru- 
sade against cancer can go on uninterrupted. 

The educational ending of Magoo shows the 
public what a cancer check-up is like. Backus 
is examined by a physician; this is done with a 
comic touch. In this way, it is hoped the 
viewers will feel, “Why, there’s nothing to 
it. . . . I should have had an examination a 
long time ago!” 

Although the sub-title for /nside Magoo is, 
“For Men Only, But Women Are Welcome,” 
the film is equally applicable to both sexes. 

“Off the Shelf” an Inspiring Picture 

The stimulation of ideas is imaginatively 
dramatized in Off the Shelf. It’s the story of 
the American Cancer Society’s Institutional 
Research Grants, which are different from all 


others available to today’s scientists. Purpose 
of the film is to prevent ideas from gathering 
mental dust . . . keep them “off the shelf.” 
Ordinarily, grants for cancer research are 
made (o institutions for the support of scien- 
tific investigators whose skills and knowledge 
have been proven over years of productive 
performance. But what about the beginning 
scientist whose seemingly “small” idea might 
be nourished with a little money? Or what of 
the by-product thoughts sprung from an ex- 
perienced prober’s research project? Are they 
to be forever shelved in the scientist's mind? 


EMPIRE PHOTOSOUNG 


INCORPORATED 


Films for industry and television 


1920 LYNDALE AVENUE SOUTH 
MINNEAPOLIS 5, MINN, 
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Through Institutional Research Grants, prog- 
ress is being made in fighting cancer. An 
appraisal is made in “Off the Shelf.” 


The answer to these questions, related compel- 
lingly in Off the Shelf, lies in the Institutional 
Research Grant. 

To expand this story to its full dimensions, 
the film shows in a four-minute prologue how, 
through the centuries, development of the 
tiniest ideas helped to conquer man’s most dev- 
astating scourges. 

How to Obtain These Cancer Films 

Distribution of both Inside Magoo and Off 
the Shelf is made on a free loan basis through 
divisions and units of the American Cancer 
Society in major cities throughout the country. 
See the Telephone Red Book for address of 
the source nearest you. a 


\Know How 


Top-flight motion pictures don’t 
happen by accident, they require a 
lot of know-how. After 45 years of 
filming everything from swinging 
hips to nuclear ships, film business 
know-how is my middle name. If 
you're planning a production, call 
or write today, and let’s see if 
this know-how fits your production. 


Sam Orleans, lnc. 


New York: 550 Fifth Avenue, Plaza 7-3638 
Knoxville: 211 W. Cumberland Ave., 3-8098 or 7-6742 
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PRIZE FILM FOR NUCLEAR PLANTS: 
(CONTINUED FROM PAGE THIRTY-NINE) 


craftsmanship when artisans and mechanics 
took pride in doing fine, precise work. 

Already proving itself an effective tool in 
plants where the AEC and Navy are helping 
to get it shown, /ntegrity Plus has won a First 
Award among training films at the Day of 
Visual Presentation, sponsored by the National 
Visual Presentation Association and a Blue 
Ribbon Award at the 1960 American Film 
Assembly in New York. 

At presstime, Integrity Plus had also been 
honored by the Belgian Ministry of Labor. 

Every worker on the assembly lines of de- 
fense plants across the country and overseas 
should see it. a 


BURLINGTON’S PROGRESS REPORT: 
(CONTINUED FROM PAGE FORTY) 
picture the up-close workings of looms, bobbins 
and dye vats, the new film was used with a 
shutter speed of approximately 7,000 frames 
per second. 

Cameraman Meredith also used Ektachrome 
ER to film exterior as well as interior scenes, 
especially for opening “identification” shots 
showing Burlington's trucks rolling through the 
picturesque but cloud-laden Smoky Mountains. 

“The film extended our shooting day sub- 
stantially since it allowed us to film outside 
scenes at sunrise and dusk. We obtained good 
results, particularly at dusk when the sky’s 
toplight is bright enough to obtain details but 
when auto headlights come through strong 
enough to register,” said Meredith. 

Cameras used by MPO’s location crew dur- 
ing the five-week shooting schedule included a 
Mitchell and an Arriflex with Zoomar attach- 
ment, a high-speed GE model and a Fastax. 

“Lighting equipment was limited,” noted 
Marvin, “because this new reversal color film 
gives good results with less gear.” 

An arresting original musical score by com- 
poser Sol Kaplan supports both picture and 
narration of The Patterns of Progress. \ts basic 
content, showing the diversity of products cre- 
ated from 27 natural and man-made “wonder” 
fibers, make it fascinating film fare for the 
educational, business, civic and financial groups 
who may obtain it from any of Modern’s na- 
tionwide regional film libraries. a 


INDUSTRIAL FILM SALES 
DIRECTOR WANTED 


We are a top-rated production organiza- 
| tion, specializing in filmstrips. We need 
| a qualified, experienced man as Director, 
| Industrial Sales, handling liaison, produc- 
| tion arrangements with business and in- 
dustrial clients for custom-made filmstrips, 
| slides and sponsored filmstrips. Must know 
| selling and production. 


Please send training and experience resume 
and salary requirements. Midwest location. 
| Our people know of this advertisement. 


Write: Box BS-60-3b 
BUSINESS SCREEN MAGAZINE 
| 7064 Sheridan Road, Chicago 26, Illinois 


Pull Up a Chairs 
at the Roundtable ~----~ 


you'll be in good company 


On your left 


will be Allegheny Ludlum Steel, Allis 
Chalmers, Armstrong Cork, Burroughs, Coca- 
Cola, du Pont, Firestone, 1.B.M., Pan- 
American, Shell Oil, and many more ... all 
building their sales with 


THE ENGINEERING OF AGREEMENT 


a most effective film to train salesmen, 
executives and supervisors in the art of 
getting people to agree with them by 
overcoming barriers to understanding and 
agreement. 


On your right 


will be Quaker Oats, Standard Oil, Chemstrand, 
Canada Dry, Raytheon, Western Electric, 

Swift & Co., Owens-Corning, Mack Trucks, 
Continental Can, Phillips Petroleum and lots 

of other familiar faces . . . all developing 

more efficient personnel with 


PATTERN FOR INSTRUCTION 


Roundtable’s new film that uses football 
to teach the principles of sound Job In- 
struction Training and actually motivates 
your supervisors to use the four-step 
method of instruction. 


And across the table 


will be Eastman Kodak, the National Manage- 
ment Assn., Nationwide Insurance, Mead 
Johnson, Texras Instruments, Union Carbide, 
Aluminum Co. of America, Westinghouse, and 
even the American Dental Assn... . all getting 
many new and profitable ideas from 


IMAGINATION AT WORK 
an entertaining film that shows how any- 


one can increase his ability to produce 
more and better ideas. 


The subject for discussion? 


HOW GOOD IS A GOOD GUY? 


Roundtable’s newest management training 
film that helps supervisors strengthen 
their leadership ability and get the respect 
and cooperation of their men. 


If you would like to join this distinguished 
group fill in the coupon, get your preview 
prints. $3.00 charge for postage and handling 
may be credited against purchase. 

All these 16mm sound films are 21 min. long. 
In black and white, price is $140; in color, 
$240. Rentals are $25 per week. Write: 


ROUNDTABLE productions 


Suite 202, 8737 Wilshire Blvd., Beverly Hills, California 


Please send us preview prints of ' 
' 
The Engineering of Agreement 

Pattern for Instruction 

Imagination at Work 


How Good Is a Good Guy? 


We will pay $3.00 each and return them 
postpaid within 5 days. 


Name 


Company 
Street. 
City Zone State 
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18th Century Music 


from Colonial Williamsburg 


M siC AS A PART of the every- 
day lives of the residents of 
the American colonies is depicted 
in a new color motion picture, 
Music in Williamsburg, being 
filmed on location in the recon- 
structed 18th-century Virginia 
capital. 

Music in Williamsburg pictures 
such vignettes as the work songs 
and dance music of the slaves, the 
nursery songs of children at play, 
the hymns of the college boys in 
chapel, the efforts of a young 
harpsichord pupil, a mother’s lulla- 
bye, the organ of Bruton Parish 
Church, and portions of a produc- 
tion of “The Beggars’ Opera” in 
Williamsburg’s theatre. 


Antique Instruments 

All musical instruments, fur- 
nishings, and other properties used 
in the film are 18th-century an- 
tiques from the collections of 
Colonial Williamsburg and such 
institutions as the Mariners’ Mu- 
seum in Newport News and the 
Smithsonian Institution in Wash- 
ington, D.C. 

“The Beggars’ Opera” se- 
quences, showing a section of the 
early colonial theatre in Williams- 
burg with its stalls and 18th- cen- 
tury scenic effects. were filmed in 
the large television studio of the 
Phi Beta Kappa Memorial Hall 
at the College of William and 
Mary. Russell Hastings, scenic 
designer for the William and Mary 
Players, has designed the settings. 

The story line follows an Eng- 
lish sailor who comes to the 
capital and meets the miller’s 
young daughter. The action covers 
one day in Williamsburg about ten 
to fifteen years before the Revolu- 
tion. All the scenes were taken 
on location in the shops, homes 
and taverns, and along the streets 
and on the greens of the restored 
colonial city. 

Costumes Are Authentic 

Authentic costumes were de- 
signed by Mrs. Thomas Hamilton, 
supervisor of costumes for Colo- 
nial Williamsburg, and many of 
the wigs were made at the recon- 
structed Peruke Maker’s Shop by 
Colonial Williamsburg craftsmen. 

Director Sydney Meyers is 
noted for his work in the field of 
documentary films. He has served 
as chief film editor of the Office 
of War Information, and has been 
a supervising editor for MGM and 
NBC, 


Sight, Sound, Color Help Sell Beachwear: 


Cole’s Salesmen “Score” With a Slidefilm 


pen OF CALIFORNIA INC., man- 
ufacturer of bathing suits, 
is sold on sound slidefilms. Cole’s 
current sales program is utilizing 
the dramatic presentation of a 
sound slidefilm on Salesmate auto- 
matic equipment. 

An eight-minute slidefilm, Chart 
Your Course, produced in color 
by Harris-Tuchman Productions, 
Inc., highlights the 1960 line and 
outlines the advertising and sales 
promotion support the product line 
was being given. 

Helped to Increase Sales 

Salesmen are enthusiastic, and 
they and their Salesmate presenta- 


\ 


Lighting: Arcs—I|ncandescents 
—S pots—Floods—Dimmers— 
Reflectors—All Lighting Accessories 


Cameras: |6mm & 35mm—Sound 
(Single or Double System)—Silent 
Lenses: Wide angle—Zoom—Tele- 
photo—Anamorphic 


Sound Equipment: Magnetic— 
Optical—Mikes—Booms 


Grip Equipment: Paral|els— 
Goboes—Other Grip accessories 


Dollies: Crab—Western—Portable 
Panoram—Cranes 


Generators: Portable—Truck 
Mounted 


Editing Equipment: Moviolas 
—Viewers—Splicers—Rewinders 


Gamera EQuipment ©..INc. 


Department S-65, 315 West 43rd Street, New York 36, 


tion generate the enthusiasm of the 
prospects to build more sales. 
And it works. 

Sales for 1960 are up 37% over 
1959—and generous credit is 
given to the sound slidefilm sales 
program. 


What the Salesmen Said 
Comments received by Cole’s 
Advertising Director Barbara 
Kelly, in correspondence from the 
salesmen in the field, provide 
revealing testimony to the effec- 

tiveness of the a-v program: 
A Western salesman writes: “At 
the last market week, when my 
line was not complete, nor ready 


RENTALS 


Lights 


‘tt 


Cameras 


Accessories 


More professionals deal with 

CECO more often! Why? Because 
CEco has anything and everything 
they need for Motion Picture 

and TV Production ready on a 
moment’s notice. Everything from 
an Arc to a midget spot. 

And remember, you boys who are 
“‘headin’ South’’, CEco’s 

Florida office is fully prepared to 


handle your every equipment 
—Hi-Speed rental requirement. 


Branch: 
CAMERA EQUIPMENT CO., INC. OF FLORIDA 


1335 East 10th Avenue « Hialeah, Florida 


SALES - SERVICE - RENTALS 


FRANK C. TUCKER 


New York © JUdson 6-1420 


Projection Equipment: l6mm& Gentlemen: ° 
35mm—Sound & Silent—Slide— ; Please rush me your FREE complete catalogue of Rental 
Continuous : Equipment. : 
Television: Closed Circuit TV : Name : 
O'hare Camera Car: 
. Street . 

CECO—Trademark of Camera 
Equipment CO. City Zone-State 
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Above: the suit is Cole's ‘‘Mar- 
velous Mu Mu” and it's featured 
in the Salesmate slidefilm. 


to show, I used the Salesmate 
presentation and I really feel it 
will be instrumental in at least 
eight new accounts, as it sparked 
an enthusiasm that even the line 
alone would not have stirred up.” 

An Eastern salesman reported: 
“When my Salesmate film pres- 
entation of the 1960 Cole line 
concluded, the buyer couldn’t wait 
until I got my sample bags opened. 
She made several selections from 
the lime...” 


“Salesmate Is Wonderful” 

A Midwestern salesman reports, 
“The 1960 Cole film presentation 
via Salesmate is wonderful. When- 
ever, and wherever, I’ve used it, 
it made an indelible impression. 
Aside from its effectiveness in 
selling, | am confident it will be 
equally great for sales training.” 

Southwestern salesman is 
brief and to the point, “The 1960 
film and the Salesmate projector 
is the best sales builder we have 
ever had.” 


Called a “Smash Success” 

“The Salesmate film presenta- 
tion is a smash success,” a New 
England salesman concludes. 

To a man the Cole sales force 
is grateful for what they consider, 
“A darn good selling tool—a sell- 
ing tool that helps the salesman 
earn more money.” ag 
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The Florida Venture 


Filming a 2,600 Mile Pipeline 


vy When Ponce de Leon, Navarez, 
and De Soto reached Florida, “the 
flowered finger of the western 
continent,” they discovered that 
the treasures of the new world 
could only be secured by hard 
work—not claimed by conquest. 
And man is still sometimes faced. 
as were those early explorers, with 
the battle of the Florida terrain; 
the swamps, the forests, the “gaters, 
and the snakes—all these can turn 
any venture into hard work. 

This is exactly what happened 
recently when the Harbert Con- 
struction Corporation of Birming- 
ham, Alabama, contracted to lay 
the first natural gas pipeline into 


A scene in Harbert’s film 


—and across—Florida, and to film 
the hazardous project as they went 
along. 2,600 miles of it! And 
what a job—as has been docu- 
mented in the Harbert film The 
Florida Venture, a 20-minute, 16- 
mm, color film, which has captured 
every bit of Florida’s rugged 
beauty, but which has also ex- 
plored it from the seat of a bull- 
dozer and from the back end of a 
machine digging ditches in the 
mud. 

The film is pure adventure all 
the way—hunking out the gnarled 
roots of weird, semi-tropical trees, 
stringing the pipe down endless 
rows of muck and slush, wrapping 
the newly welded “tube,” care- 
fully, like a clean stick of butter. 

Paul C. Woodbridge, who wrote 
and directed the film, has done an 
able job of balancing pleasant 
narration and beautiful scenery 
with the engineering and construc- 
tion problems which Harbert sur- 
mounted with, incidentally, their 
tough, professional crew of en- 
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gineers drawn from all over the 
world. 

Photography was done by 
Laurens Pierce of Montgomery, 
Alabama and George T. Gambrill 
II] of the Harbert staff. Editing 
effects were by Leonard Grossman, 
and Pilgrim Film Services of 
Washington provided animation. 

Harbert Construction Corpora- 
tion, which is a long established 
company with primary works in 
heavy construction, airports, water 
systems, marine and harbor con- 
struction etc., will distribute the 
film. 

Football Stars in Action 

A 26'-minute 1960 football 
film, containing action highlights 
of each All-American star, is avail- 
able for sponsorship through the 
American Football Coaches Asso- 
ciation, 173 W. Madison St., Chi- 
cago 2, Ill. Cost and other infor- 
mation may be obtained by re- 
quest. 

Little League’s Rules Film 
vv A 35mm filmstrip, Know the 
Rules, is available to local Little 
League groups throughout the na- 
tion. It highlights baseball rules 
unique to the league, as well as 
technical rules of the game that 
often confuse program _partici- 
pants. The strip may be had for 
$5 by writing Little League Base- 
ball, Inc., Williamsport, Pa. i 


if you want the IMPACT 
of new ideas we have 
the creative hands to pro- 
duce resounding results 


...in the largest, most 


complete new facilities 


between Detroit and 
New York. 


HOLLAND-WEGMAN PRODUCTIONS 
Motion pictures for business, industry and television 
207 DELAWARE AVE., BUFFALO 2,N. Y 


Looking for the FINEST in Audio-Visual Products & Services? 
You'll FIND IT in the Advertising Pages of BUSINESS SCREEN 


Scripts for One Producer! 


guaranteed 


acce ptability 


* 1960 


In the 11 years we have been writing for this 
producer,* we have delivered scripts for 394 
motion pictures, slidefilms, and meeting programs. 
In those 11 years we have done all his writing— 
PR films, “nuts & bolts,” sales training, 

sales promotion—high budget, low budget. 

This happy relationship must be some kind of 
record, It certainly suggests that we could do 

as effective a job for you. 


(*Name on request) 


CREATIVE PLANNING FOR VISUAL PRESENTATIONS 


3408 Wisconsin Avence, N.W. Wasnincton 16, D. C. © EMerson 2-8200 
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Kodak's Model AV-105-M 


Kodak Introduces New 16mm 
Magnetic-Optical Projector 

vy An improved model of the Ko- 
dak 16mm Magnetic-Optical sound 
projector, designed to offer even 
greater service, economy and ease 
of operation, has been introduced 
by Eastman Kodak Company, 
Rochester, NY. 

Among the advances in Model 
AV-105-M are a film pull-down 
with tungsten-carbide teeth to pro- 
vide long-wearing service, and a 
single switch which controls the 
motor, lamp, and forward and re- 
verse film movement. The new 
model also has a larger (11” x 
6”) speaker than its predecessor 
and is equipped with a three-wire 
power cord with grounding-type 
plug and adapter. 

The AV-105-M_ provides the 
traditional quality of Pageant pic- 
ture and optical sound reproduc- 
tion, as well as records and plays- 
back sound from magnetic tracks 
at either sound or silent speeds. 
Volume controls permit mixing 
background music with commen- 
tary at the proper levels. 

List price is $850. The new 
model is available at all Kodak 
audio-visual dealers, nationally. 

* * * 
M-H Professional Viewfinder 
Being Distributed by S.O.S. 
vy The M-H Professional View- 
finder designed for use with 16mm 
Auricon, Bell & Howell, Bolex and 
Cine-Special cameras is now being 
distributed by $.0.S. Cinema Sup- 
ply Corp. The M-H provides a 
bright 2” x 3” upright image cor- 
rected from right to left. 

The cameraman can shoot with 
both eyes open when using the 
M-H Professional Viewfinder. Fo- 
cussing and parallax controls range 
from two feet to infinity. An 
engraved aperture outline, with 
crosshairs in the center, shows the 
field of the standard 25mm lens 
for 16mm cameras. A border out- 
side the actual area allows for 
anticipation of incoming scenes. 
A secondary magnifying lens gives 


New AUDIO-VISUAL Equipment 


an enlarged view. Mattes are pro- 
vided for lenses of longer focal 
length and an auxilliary lens is 
used to cover the 15mm wide angle 
field. Full focus control is pro- 
vided. 

Other features of the M-H 
finder are good illumination for 
dimly lit scenes, light weight, and 
instant action positive lock con- 
trol for interchange between ca- 
meras. 

Free literature is available from 
S.0.S. Cinema Supply Corp., 602 
West 52nd Street, New York 19. 
Mention BUSINESS SCREEN. ae 


* * 


Strip-Slide Projector by 
Viewlex Offers New Features 

Viewlex, Inc., recently intro- 
duced the V-500-P, a new combi- 
nation 35mm film strip and 2” x 
2” slide projector, that incorpo- 
rates several neglected special fea- 
tures that were developed as a 
result of field studies among 
teachers. 

One subject that came up re- 
peatedly during the surveys — the 
problem of awkward lamp-chang- 
ing during a lesson—inspired 
company designers to come up 
with a pop-up lamp ejector. It re- 
duces lamp-changing to a simple 
matter of pressing a trigger to re- 
lease the burned-out lamp, and re- 
placing it with a new one. 

The automatic takeup feature is 
a boon. The operator just slides 
film into the projector channel and 
the film winds neatly onto the 
takeup reel. 

Another useful Viewlex fea- 
ture that will advance audio-visual 
techniques is a special magnifier- 
pointer built into the new V-500-P. 
It makes projected pictures true 
teaching aids by permitting the 
teacher to emphasize or focus at- 
tention on any part of a picture by 
enlarging it. 

The new V-500-P, complete 
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Recent Product Developments for Production and Projection 


with motor-driven cooling fan, 
custom-molded case and 5” pro- 
fessional f3.5 lens, lists for $114.50. 
For additional information, write 
Viewlex, Inc., 35-01 Queens Blvd., 
Long Island City, N. Y. uy 
* * * 
New Quick-Set Orbit Tripod 
Has Six Special Features 
vx Pencil-slim and feather-light is 
the newly designed Quick-Set Orbit 
Tripod, with a square base and 
off-center column, only two inches 
thick. 

Features of the Orbit include a 
concealed balancing spring to 
protect the camera from “nose- 
diving,” and an Elevator Cam 
Lock to secure the column at any 
height. 

Available are a carrying holster 
and built-in Level. The Deluxe 
Orbit height extended is 58'42”— 
telescoped 1442”. It has 4-sec- 
tion legs, a 2-section gear-driven 
elevator, and weighs only 2 Ibs. 

Houston Fearless Shows New 
Film Processing Equipment 
vy Simultaneous processing of 
8/l6mm and 35mm films is a 
feature of a new series of machines 
by Houston Fearless Corporation. 
Completely automatic controls on 
six models make possible one-man 
operation for processing Koda- 
chrome or Moviechrome motion 
picture film and slides. 

Each compact unit is self-con- 
tained, including a_ recirculation 
and temperature control system, 
and replenishing tanks and flow- 
rators for each processing solution. 

Processing speeds are from 
1500 to 3600 f.p.h. for 8/16mm 
film and from 300 to 1500 f.p.h. 
for 35mm film. Prices and further 
information on single or duplex 
models available from the manu- 
facturer, Houston Fearless Corp., 
11818 West Olympic Blvd., Los 
Angeles 64, Cal. A 


Left: the new Viewlex’ 
Model V-500-P projector 
for 35mm filmstrips and 
2” x 2” slides. It has 
pop-up lamp ejector, 
automatic takeup and a 
magnifier-pointer built 

in as new features... 
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The Balomatic #755 


New Auto Slide Projectors 
from Bausch & Lomb in Fall 

vy Bausch & Lomb, Rochester, 
N.Y., announces the all-new Balo- 
matic 755, the first fully-automatic 
2% x 2% slide projector. The new 
instrument, recently previewed, 
will be marketed in the Fall. 

Highlighting the many leading 
features of the 755 is a new con- 
cept in design. For the first time, 
214 x 2% slides can be fed auto- 
matically through a projector. With 
lightweight, yet durable aluminum 
die-cast construction, the instru- 
ment occupies a minimum of 
table-top space and is easily port- 
able for quick, “on the spot” 
operation. 

A fully-automatic timer changes 
the slides in 4 to 60-second inter- 
vals, and the new projector has 
fingertip or remote control opera- 
tion. For ease and efficiency of 
operation, all controls of the Balo- 
matic 755 are centralized on a 
single, illuminated panel. Special 
non-spill trays hold up to 40 slides; 
each will stay in focus with no 
slide “pop.” The new projector 
features brilliant 500-watt  illu- 
mination, assuring “high picture 
fidelity.” UL and CSA approved. 


Camart’s Electric Timer 


Synchronous Timing Meters, 
Footage Counters by Camart 
vx New electric film timers for nar- 
ration, post-recording, dubbing, 
timing, and operations involving 
synchronous film timing are avail- 
able from the Camera Mart. 

Two synchronous timing meters 
and two precision footage counters 
measure total footage and_ its 
equivalent time in minutes and 
tenths. 

Single 16mm or 35mm footage 
counter, no timer, list $45; with 
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tumer $85. Additional informa- 
tion from Camera Mart, 1845 
Broadway, New York, N.Y. Men- 
tion BUSINESS SCREEN. Ly 


* * * 


Kit of A-V Ideas Describes 
Lenscreen Rear Projection 

Polacoat Incorporated, man- 
ufacturers of Lenscreen for rear 
projection, has available a Kit of 
A-V Ideas illustrating and describ- 
ing Lenscreen and its uses. 

The set of literature presents 
complete information on the use 
of Lenscreen for education, sales, 
and entertainment. Specifications 
are given for the various models, 
including the portable series. 

Write to Polacoat Incorporated, 
9750 Conklin Road, Blue Ash, 
Ohio. Mention Business SCREEN. 
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Dutch Device Synchronizes 

Projector to Tape Recorder 

vx Tape-recorded narration or 
background music etc. can enhance 
the value of silent motion picture 
films, providing they are perfectly 
synchronized. To accomplish this, 
a Netherlands firm has developed 
a simultaneous coupling — that 
claims steady synchronization. 

The device, for use with 8 or 
16mm silent projectors, consists 
of two boxes: one unit attached 
to the projector and a recorder 
box for the recorder. The two are 
connected to each other by a lead. 
Each box is provided with a cam 
disc, which has a contact device 
that alternately closes the circuit 
of the projector-driven motor for 
half a cycle. 

The speed of the projector- 
driven motor should be adjusted 
slightly in advance of the tape 
recorder speed so that one cam 
disc moves through a given angle 
in relationship to the other. The 
motor is therefore currentless for 
a moment during each cycle so 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 


that synchronization remains un- 
affected. 

Manufacturer of the coupling 
equipment is Mechanischeen Tech- 
nische, Apparatenfabriek Metaf, 
Abcoude, Holland. 


* * * 


Automatic Film Processing 
Equipment Ready at Filmline 
* The Filmline Corporation re- 
cently announced immediate avail- 
ability of a complete line of auto- 
matic machines for processing 8, 
16 and 35mm Kodachrome film. 

Featured are two low-priced 
pieces of equipment: the Filmline 
model 16KC26, designed to proc- 
ess 8 and 16mm film at a speed 
of 26 feet a minute, or 62 rolls 
(25' DBL—8mm) per hour; and 
model 35KC13, designed to proc- 
ess 35mm kodachrome at a speed 
of 13 feet a minute, or 260 rolls 
(20 EXP) an hour. 

Completely equipped and con- 
structed of stainless steel, these 
revolutionary innovations in proc- 
essing “will provide the industry 
with equipment at the lowest pur- 
chase and maintenance costs,” ac- 
cording to the company. 

Further information may be ob- 
tained by contacting the Filmline 
Corporation, Milford, Conn. Men- 
tion BUSINESS SCREEN. 


LEASING PLAN 


The S.O.S Plan, designed especially for the motion 
picture industry, makes it possible for you to expand 
your business, improve your services to the trade and 
increase your profits by acquiring the most modern 
Film Production Equipment .. . 


Under the $.0.S Plan, leased equipment pays for it- 
self while it produces more profits for you—without 
the strain on your financial status. 


without paying in advance for all its future 
service—as when you purchase outright .. . 


without paying exorbitant rent—as in con- 
ventional rental . . . you save up to 75% of the 
rental you are now paying. 


The $.0.S Leasing Plan makes it more eco- 
nomical in many instances for you to LEASE the 
equipment you require than to own it outright. 


On a 3 or 4-year lease you pay only 10% down and 
at the end of the term you can renew your lease 
annually AT A COST OF ONLY 1% PER YEAR! 


Write for Free copy of $.0.S Booklet “How Leasing Can Increase Your Profits” 


$.0.S CINEMA SUPPLY CORP. 


Dept. H, 602 WEST 52nd STREET, NEW YORK 19, N.Y. Phone: Plaza 7-0440555 
Western Branch: 6331 Hollywood Bivd., Hollywood 28, California, HO 7-2124=——— 


FOUR MILLION SLIDE CHANGES —AND STILL GOING STRONG 


SELECTROSLIDE PERFORMANCE IS ITS OWN BEST SALESMAN 


Shown in illustration is the NEW SL-750 
Standard SELECTROSLIDE. The Deluxe SL- 
1200 is the ONLY 35mm automatic slide 
projector capable of using a 1200 watt 


RELIABILITY — Selectroslide automatic-continuous 


projectors are still operating, having made as 
many as FOUR MILLION SLIDE CHANGES without 
servicing. This is an unprecedented performance 
and not shared with any other projector. 


VERSATILITY — Selectroslide may be used in the 


smallest class room or the largest auditorium .. . 
synchronized with tape recorders for either one- 
time or continuous lectures, advertising or sales 
presentations. 


FAULTLESS OPERATION — Slides are posi- 


tively shown in correct sequence and always in 
perfect focus. Exclusive spring-steel slide holders 
overcome differences in slide mounts which cause 
other projectors to malfunction. 


lamp. Our technical staff is available to 
help suggest equipment to meet special 


and individual needs and conditions. We 


invite correspondence. 


2201 Beverly Boulevard 
Los Angeles 57, California 
Phone: DUnkirk 9-1288 


spindler 


Established 1924 


MANUFACTURERS OF SELECTROSLIDE CONTINUOUS AUTOMATIC SLIDE PROJECTORS 
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“Letter to Moscow” Shows 
the Strength of Free Enterprise 

A Letter to Moscow, a 28- 
minute film depicting the strength 
of American free enterprise, is 
available through the Armstrong 
Cork Company for showings by 
independent and network-affiliated 
television stations. 

The motion picture, sponsored 
by the company as part of its cen- 
tennial celebration, answers chal- 
lenges voiced by Soviet Premier 
Nikita Khrushchev during his visit 
to the United States, and illustrates 
how the nation’s economic system 
of competitive enterprise contrib- 
utes to the high standard of living 
here. 

Narrator is Arthur Gilmore 
well-known radio, television and 
film actor, and the “voice” of 
numerous travelogues. The film 
may be obtained by writing the 
Armstrong Cork Company, Lan- 
caster, Pa. 


New Film Tells Story of 
Railroads in State of Illinois 
vy The story of the railroads in the 
development and economy of the 
state of Illinois is an exciting one. 
The Railroad Story, a 16mm 
sound motion picture in color, pre- 
sents the importance of the role 
railroads perform in building and 
developing agriculture and indus- 
try. 

Tracing the history of the rail- 
roads from the time a little more 
than a century ago when they 
opened up the prairie wilderness 
of the Midwest to development, 
the film dramatically relates the 
growth of the railroads, and the 
resulting growth of Illinois. 

Sponsored by the Illinois Rail- 
road Association, The Railroad 
Story reveals the economic impor- 
tance of Illinois railroads. Today 
they support a payroll exceeding 
a half-billion dollars annually in 
the employment of more than 
100,000 Illinois men and women. 
In addition, the railroads are ma- 
jor taxpayers contributing to the 
cost of the support of schools, gov- 
ernment and public welfare. 

Educators and others interested 
in economic geography, transpor- 
tation, history and business will 
find the film enlightening as it un- 
folds the story of the backbone of 
our transportation system, in IIli- 
nois and throughout America. 

Produced by Telefilm Produc- 
tions and distributed free by Ster- 
ling Movies, U.S.A., the 23-minute 
motion picture is designed for pre- 
sentation to groups of all kinds, 
and is also cleared for television 


use. 


The image of Soviet Premier Nikita Khrushchev looms in background 
as Arthur Gilmore narrates in a scene from “A Letter to Moscow,” new 
28-minute Centennial film sponsored by the Armstrong Cork Company. 


SIDE by SIDE 


for over 25 years 


GEORGE W. COLBURN 
PRESIDENT 


ROBERT A. COLBURN 
VICE-PRESIDENT 


FRANCIS W. COLBURN 
SECRETARY- TREASURER 


For 25 years 16 MM film producers all over the world have 
benefited from “Colburn experience.” Under the direction of 
the men pictured here, Geo. W. Colburn Laboratory has always 
been ahead of the times in quality, equipment, and complete 
service. 


Get the full story in Colburn’s 12-page brochure, “Your Key 
to Quality 16 mm Film Services.” 


GEO. W. COLBURN LABORATORY, Inc. 


164 N. WACKER DRIVE + CHICAGO 6, ILL. 


COMPLETE LABORATORY SERVICE FOR 16 MM * EDITING 
RECORDING «+ TITLING © RELEASE PRINTING © FILM STRIPS 
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How the Wholesaler Serves 
Our System of Distribution 
ve Eliminate the middleman and 
there’s The Devil To Pay! In the 
riotously funny film of this title, 
sponsored by the National Asso- 
ciation of Wholesalers, Buster 
(Diobolus) Keaton rockets from 
space to earth and bumbles into a 
national revolt against wholesalers. 

To the tune of an old time piano, 
chaos unfolds across the screen as 
the strike against the middleman 
sweeps the country. Retailers grow 
to hate manufacturers. Customers 
grow to hate retailers. One by one 
the headaches multiply, until there 
is the very devil to pay. 

The combined talents of several 
Washington, D.C. firms were drawn 
together for this Education Re- 
search Film, which will be distrib- 


Buster Keaton contributes light, 
deft touch in “The Devil to Pay.” 


uted by the National Association 
of Wholesalers, 1001 Connecticut 
Avenue, Washington, D.C. 

Production was under the direc- 
tion of Rodel Productions. the 
script and editing by Cummins- 
Betts, art direction by Peter Mas- 
ters and Joe Swanson, animation 
and graphics by Pilgrim Film Serv- 
ices, and the melodramatic music 
and composition by Floyd Werle. 
This public service film was shot 
in 16 mm black and white and 
runs 28 minutes. yp 

Film Story of the World's 

First Cooperative Refinery 

vy The story of the world’s first 
co-operatively-owned oil refinery 
is told in a new motion picture, 
Power To Live By, a 16mm, 25- 
minute color film made by Crawley 
Films for Federated Co-operatives, 
Ltd. 

When western Canadian farmers 
switched from horses to tractors 
to power their farm machinery, 
they lost control over the cost of 
fuel and power. As costs mount- 
ed, they solved the problem by 
establishing a co-operative refinery 
at Regina. Today, the refinery 
has a capacity of 16,000 barrels 
of crude per day, making it one 
of the leaders of the oil business 
in Saskatchewan and Manitoba. 


WHAT’S NEW IN BUSINESS FILMS +3 
3 
25 
th 
| 
fi 


“An American Story” of Free Enterprise 


Faith In Its People Built Milwaukee's Allen-Bradley Company 


I r REALLY COULD only happen 
in America. The story of the 
Allen-Bradley Company of Mil- 
waukee, as depicted in a colorful 
new film, titled, An American 
Story, is a tale of free enterprise 
at its best. It’s the sort of film 
that Khrushchev ought to see. 

Here is a motion picture about 
a relatively unknown plant in 
Milwaukee which manufactures 
motor controls for hydro-electric 
dams and power stations, and 
electronic components which are 
found in practically every home 
in America. The factory has 
6,000 employees; they work with 
fine, new equipment; they earn 
the highest wages. Among other 
things, they turn out 25,000 
“potentiometers” a day, six million 
“resistors” a year. 

No Assembly Line Tour 

But An American Story, prod- 
uced by Washington Video Pro- 
ductions, is not an assembly-line 
documentary. It is the story of 
two brothers and their faith in 
people. 

Since the turn of the century, 
when the Bradley brothers started 
out in a $3 room over the Milwau- 
kee Bar and Commutator build- 
ing, they have plowed earnings 
back into their plant for the 
benefit of their employees. And 
what benefits! A cafeteria that 
would put the Waldorf’s chef to 
shame, two company libraries, 
daily movies, sports teams, dance 
directors, a thirty room hospital 
open 24 hours a day, and frequent 
classes in government and citizen- 
ship. 

Today, Allen-Bradley people 


say “ ... We are part of the 
community as the community is 
part of us... In our plant you 
can work... have fun... ” 


And in the closing scenes of the 
29-minute film, which show the 


Below: one of Allen-Bradley’s 
6,000 employees on the job... 
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bang-up, professional Allen-Brad- 
ley musical show, staged for em- 
ployees by employees, the viewer 
is convinced that it is, indeed, fun 
to work in this plant. 


Directed by George Johnston 

George F. Johnston wrote and 
directed this “off-beat,” imagina- 
tive film about this imaginative 
group of people in Milwaukee. 
Robert Johnson was editor, res- 
ponsible for fine, breezy musical 
effects, including bongos, chimes, 
and some good old Rogers and 
and Hammerstein. 

Color photography, directed by 
Andrew M. Costikyan, was par- 
ticularly effective in plant scenes 
with machinery and hardware; e.g. 
precise potentiometer parts gleam- 
ed like real jewels. James G. 
Lindsay was Associate Producer 
and Laurence Grigg was technical 
director of this warm, human pro- 
file of a company. Ga 
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Rapidweld Film Clean-up 
Saves Money: A Case History 
ve A dramatic case history in film 
rejuvenation comes from the files 
of Jack Bernard, president of 
Rapid Film Technique, Inc., Long 
Island City 1, New York. 

Recently, Lee W. Robinson, in- 
surance adjuster and surveyor 
representing the Providence Wash- 
ington Insurance Company, hand- 
ed the Rapid Film people 3,200 
feet of original 16mm color film, 
which was deeply and extensively 
scratched. It belonged to a pro- 
fessional lecturer on travel who 
had insured the travel film for 
$100,000 as an essential part of 
guaranteeing his livelihood. 

But now, he was hospitalized 
and his cooperative wife tried to 
substitute for him and run off the 
footage. Result? Faulty projec- 
tion which marred the film seem- 
ingly beyond repair. And, accord- 
ingly, the insured demanded $100,- 
000 in damages. 

The insurance adjuster tracked 
down Rapid Film’s services, took 
a plane from Chicago to New 
York, and personally delivered 
the film to Rapid’s labs. 

Within a few days, after Rapid- 
weld clean-up and processing, the 
heavily insured travel film was re- 
turned to the insurance company 
via Air Express—completely re- 
juvenated and specially coated to 
protect against scratches. 

The processing cost only a few 
cents per foot. Saved: $100,000. 
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INDUSTRIAL FILMS 


TELEVISION COMMERCIALS 


369 LEXINGTON, N.Y.C. / MURRAY HILL 6-5255 


ANOTHER CAMART FIRST! 
CAMART ADD-A-UNIT EXTENSION PLATES 


FOR MOVIOLA SERIES 20 


AND YOU CAN ADD FOURTH 
AND FIFTH SOUND HEADS 
JUST AS EASILY! MAKE ANY 
COMBINATION OF 16mm 
AND 35mm OPTICAL-MAG 
NETIC SOUND HEADS 


CAMART ADD-A-UNIT EXTEN 
SION PLATE is complete with 
extra belt guard, flange. flexi- 
ble coupling assembly, sep 
arate volume controls, for 
each head, and amplifier at- 
tachments (for Moviola Series 
20 machines) .. . 


$325 f.o.b. N.Y. 


Separate sound heads or take-ups 
additional. Prices on request 


(U.S. Pat. Pending) 


Now add a third sound head to your two 
head Moviola using this easy as A-B-C 
attachment 


A. Remove the take-up arm from the sep- 
arate sound side of your Moviola. 


B. Add the extension plate, no drilling or 
tapping in your cabinet. 


C. Replace the take-up arm and the plate 
is installed. Now all you do is add the third 
sound head and take-up arm and hook it 
into your amplifier and you are ready to go! 


The original CAMART ADD-A-UNIT EXTENSION PLATE is available only at the Camera 
Mart, Inc., or their exclusive franchised dealers. 


1845 BROADWAY (at 60th St.) NEW YORK 23 - Plaza 7-6977 - Cable: Comeromart 
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... Since 1920 


We Cover 
The World 


We point with pride to the 
clients we have served, 
including; 


Canadian Broadcasting 
Commission. 


A world-wide organization with 
headquarters in Chicago. 


A leading television company 
in Hollywood. 


Shooting in England, Switzer- 
land, France, Italy. 


Our business is 
motion pictures. 


We know our business. 


537 N. HOWARD ST. 
BALTIMORE 1. MD. 


For 16mm. Film — 400’ to 2000’ Reels 


Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


FIBERBILT 
SH IPPI NG 


CASE 


Use FilMagic All Ways! 


—FilMagic Cloths Hand-Clean Films, Records. 
—FilMagic Tapes for Film Cleaning Machines. 
—FilMagic Pylon Kits for Tape Recorders. 


—FilMagic Pylon Kits for lémm SOF PRO- 
JECTORS. 


~—Get Best Results With FilMagic Silicones! 


MANUFACTURED & GUARANTEED BY 


THE DISTRIBUTORS GROUP, INC. 
204 FOURTEENTH STREET, N.W. 
ATLANTA 13, GEORGIA 


Eastman Kodak Elects Vaughn 
President, Appoints 2 Others 
vy William S. Vaughn was re- 
cently elected president of the 
Eastman Kodak Company, suc- 
ceeding Dr. Albert K. Chapman, 
who was made vice-chairman of 
the board. 

Vaughn, a Kodak director and 
formerly vice-president and gen- 
eral manager, is now the chief 
executive officer and seventh presi- 
dent of the 80-year-old photo- 
graphic and chemical firm. 

Vaughn joined the company in 
1928 and has served in various 
administrative offices, including 
a period of service overseas with 
Kodak European companies. 

Chapman, Kodak’s _ president 
from 1952 until Vaughn’s election, 
has been associated with the firm 
since 1919. 

Also elected to new office, Vice- 
President M. Wren Gabel was 
named general manager, succeed- 
ing Vaughn. Gabel joined Kodak 
in 1931, and has held a wide 
variety of administrative offices in 
the company. 
oe 


Fred Cross to Head Sales 
of Roland Reed Productions 

Frederick R. Cross has recently 
joined Roland Reed Productions 
as vice-president in charge of sales. 
He will handle and coordinate 
sales of industrial and sales train- 
ing films, along with TV commer- 
cials, at the company’s offices in 
Hollywood, Calif. 

For many years, Cross was di- 
rector of advertising for Stewart- 
Warner Corporation in Chicago, 
where an important phase of his 
work included supervising the crea- 
tion and production of motion pic- 
tures which were used to support 
company salesmen in the field. 9 


ok 


Transfilm-Caravel Appoints 
Wolcott to Coordinate Sales 
vy James L. Wolcott has recently 
been appointed vice president in 
charge of sales coordination at 
Transfilm-Caravel, Inc., New York, 
it was announced by President 
William Miesegaes. He was for- 
merly associated with Wilding, 
Inc., and prior to that president 
and a director of Pathecolor. 
Wolcott’s sales coordination post 
is newly-established at T-C and 
will cover administration in four 
basic areas of the firm’s operation 
—business program services, in- 


BUSINESS SCREEN 


Staff Appointments of the Manufacturers and Film Producers 


EXECUTIVE 


dustrial films, TY commercials, 
and special projects. 

An alumnus of the Harvard 
Graduate School of Business Ad- 
ministration, the communications 
executive began his motion picture 
career in 1933 in several creative 
and administrative positions with 
20th Century-Fox, where he 
headed its short subjects depart- 
ment. He left in 1939 to begin 
a seven-year association with the 
March of Time as production man- 
ager and member of its editorial 
board, then went to Pathe. hy 

* 
Kochendorfer to Fred Niles 
Productions as Acc’t. Exec. 
vy A. A. Kochendorfer has joined 
Fred Niles Productions as an ac- 
count executive. He had been 
associated with Kling Studios since 
1939, and remained as vice presi- 


A. A. Kochendorfer 


dent when Robert Snyder & Asso- 
ciates took over the studio. 

While at Kling he established 
the display department, supervised 
art, still photography, display and 
film work for the programs he 
handled. He has received many 
awards for his illustrations. 

Kochendorfer studied at Chi- 
cago’s Art Institute, and at the 
University of Chicago and Uni- 
versity of Dubuque. 


* 


Conlon Named Eastern Sales 
Representative for Viewlex 
ve John G. Conlon was recently 
named New England and Mid- 
Eastern states sales representative 
of Viewlex, Inc., Long Island City, 
N.Y. 

With headquarters in New York, 
he will cover Maine, New Hamp- 
shire, Vermont, Massachusetts, 
Rhode Island, Connecticut, New 
York, New Jersey, Pennsylvania, 
Delaware, Maryland, Washington, 
D.C., West Virginia and Virginia. 
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Maxwell H. Sroge 


Max Sroge to Direct Product 
Planning at Bell & Howell 

vy Bell & Howell’s photo products 
division announces two executive 
appointments; Maxwell H. Sroge 
has been named director of prod- 
uct planning, and George A. Eddy 
is now director of sales. 

Sroge will be responsible for 
Bell & Howell’s photographic line, 
including both the direction and 
planning of new products and 
the establishment of a new plan- 
ning department staffed by prod- 
uct line managers. 

Sroge has been with Bell & 
Howell since 1950, serving as 
district sales manager in the East, 
and sales promotion manager. 
Before his new appointment, he 
was director of sales for the photo 
products division. 

He is a graduate of City College 
of New York and New York 
University. 

Eddy, a Northwestern Univer- 
sity graduate, came to Bell & 
Howell from the Eversharp Pen 
Company, where he was vice-presi- 
dent in charge of marketing. 

* * * 


A. M. Oaks Named Production 
Manager for Alexander Films 
vy The promotion of Arthur M. 
“Bus” Oaks to Manager of Alex- 
ander Productions has _ recently 
been announced by Keith Munroe, 
president of Alexander Film Com- 
pany. 

Oaks now has complete charge 
of special productions for theater 
and television, Alexander’s tele- 
vision Animads, slidefilms, export 
orders, long length productions, 
syndicated television packages for 
various industries and political 
films. 

Oaks, who has been with Alex- 
ander for 25 years, has had a wide 
range of experience in all phases 
of the company’s production and 
administration. President Mun- 
roe said the promotion was the 
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result of a need for consolidation 

and streamlining of the sales-pro- 

duction operations. We 
* 


Shope Named Twin City Sales 
Rep. for Reid H. Ray Films 

* Leonard L. Shope has assumed 
the newly created post of Twin 
City sales representative of Reid 
H. Ray Film Industries, St. Paul 
film production company. 

A University of lowa graduate, 
Shope was formerly with the Pres- 
stite Division of American Mari- 
etta and prior to that held posi- 
tions with Tremco of Cleveland 
and Rath Packing Company. 

The appointment of Shope by 
Reid H. Ray, President of the 
company, complements sales rep- 
resentatives in the Chicago, Kansas 
City, and Washington, D.C. offices 
of the film company. a 


to Realist 


Bill Kramer... 


Realist, Inc. Names Kramer 
Advertising, Promotion Mgr. 
vw Bill Kramer has joined Realist, 
Inc., Menomonee Falls, Wis., as 
advertising and promotion man- 
ager, according to a company an- 
nouncement in May. 

His duties will cover general 
sales promotion work and adver- 
tising for the firm’s cameras, pro- 
jectors and photographic equip- 
ment, as well as for the company’s 
subsidiary, David White Instru- 
ment Division, producers of pre- 
cision surveying instruments. 


Meteor Appoints Purrington 
As Executive Vice President 
yx Meteor Photographic announces 
the appointment of E. S. Purring- 
ton as executive vice president. 

Purrington was formerly man- 
ager of the graphic arts department 
of Ford Motor Company, joining 
the company in 1946. Prior to 
that he was with Life magazine, 
and spent four years in U. S. Navy 
photographic operations during 
World War II. 

He is a member of the board 
of directors of Professional Photo- 
graphers of America, and has been 
active in many film organizations. 

Meteor Photographic of Detroit 
specializes in production of pro- 
fessional color prints and trans- 
parencies and custorn printing. 9 


R. Sogge To Direct Customer 
Services for Magnasync Corp. 
vy Ralph Sogge has been ap- 
pointed director of customer ser- 
vices of Magnasyne Corporation, 
North Hollywood, California. 

Sogge has specialized in elec- 
tronics and sound in various uni- 
versities, and was recently associ- 
ated with Purdue University and 
University of Nebraska as sound 
engineer and engineering super- 
visor. 

Magnasyne_ internationally 
known as designers and manufac- 
turers of quality magnetic film 
recording systems. 

* * 


Harlan Croy to Filmack as 
Industrial Production Mgr. 

Harlan P. Croy has been named 
production manager of the indus- 
trial film division of Filmack Pro- 
ductions, Chicago, according to 
President Irving Mack. 

Croy, former president and gen- 
eral manager of Film Arts Produc- 
tions in Milwaukee, joined Filmack 
in August, 1959. He is a veteran 
of 18 years experience in produc- 
ing and directing industrial films. 


‘brary 


MOOD 
and 
TITLE MUSIC 


For Every Type of Production 


EITHER ON A “PER SELECTION” OR “UNLIMITED USE” BASIS 
For Full Details Write, Wire or Phone 


AUDIO-MASTER Corp., cast st. 17, ¥. 


‘brary 


“ Refinery at Work” 
for 
Esso Standard 
Div. of Humble Oi! 
& Refining Company 


When you ices a pam to tell, let Campus Films ae 
it—skillfully, dramatically, persuasively. 


Call or write Nat Campus, President— _ 
CAMPUS FILM PRODUCTIONS, INC. 


20 East 46th Street + New York 17, N. Y. + Phone: MUrray Hill 2.8735 


YOU CAN BRIDGE THE GAP 
BETWEEN THE SCRIPT WRITER 
AND THE COMPANY ENGINEERS 


Bachelor of Electrical Engi- 


neering, Cornell University 


ENGINEERING 
TRAINED 
SCRIPT 
WRITER 


Eta Kappa Nu and Tau Beta 


Pi, Engineering Honoraries 


Free-lance credits include 


scripts for many of the lead- 


ing industrial motion picture 


studios, and for government, 


military and industry. 


Write for detailed resume 


WILLIAM L. SIMON 
2411 20th St., N.W. * Washington 9, D.C. * COlumbia 5-2824 
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NOW 
DETROIT 


NEW YORK 
STUDIOS 


For motion pictures and slide films, call 
on the producer who best understands 
business needs. Write for our booklet, 
“How Much Should a Film Cost?” 


IENODN 


NEW YORK CITY, 17 
405 Lexington Ave. (YU bid 
DAYTON, 2 
The Talbott Tower (BA 
DETROIT, 2 


15 East Bethune pk 
SOUND BUSINESS FILMS SINCE 1937 


COMPCO 


professional quality reels and cans 


are preferred by... 


CORONET 
FILMS 


WORLD'S LARGEST PRODUCER 
OF EDUCATIONAL FiLms 


Only Compco offers “a new dimension in 
quality” recognized and accepted by leaders 
in the movie making industry. Compco’s su- 
periority is attributed to a new, major 
advance in film reel construction—result- 
ing in truly professional reels that run 
truer. smoother, providing lifetime protec- 
tion to valuable film. Compco reels and 
cans are finished in a scratch-resistant 
baked-on enamel, and are available in al) 
16 mm. sizes—400 ft. thru 2300 ft. For details 
and prices write to 


COMPCO corporation 


1800 N Spauiding Ave. Cricago 47, 


NEW YORK TALKING: 


(CONTINUED FROM PAGE EIGHT) 
Conn., first started work on the hand-held 
Stabilizer a as a device to steady bino- 
culars, for the Navy. A major problem was 
to keep the little gyroscope small, lightweight, 
but with a powerful, steadying action. 

As it is manufactured now, the Kenyon 
Stabilizer weighs 24 oz., (nic-cad battery 
pack weighs 3'% Ibs.), and the two flywheels 
rotate at 21,000 RPM in a hermetically sealed 
helium atmosphere. 

Jack Squiers says the Stabilizer, while not 
a replacement for a good tripod, or intended 
to be, is awfully handy for use in tight places, 
in moving vehicles or aircraft. 

Growth Note at HFH: Les Kanter Becomes 
the Studio’s Commercial Sales Manager 
* Les Kanter, former TV commercial pro- 
ducer for Carlo Venti Advertising, Inc., has 
been appointed Commercial Sales Manager 
for HFH Productions, Inc. HFH (Dan Hunn, 
Ronald Fritz and Howard Henkin) put up 
its shingle two years ago last month. Starting 
with just the three original partners and a 
trusting secretary, the company now numbers 
almost 30 full-time film makers. 

Dietz, Cole to Hang New Studio Shingle? 
* Herb Dietz and Joe Cole, recently of 
Institute of Visual Communications, are 
setting up a new film production firm to be 
announced shortly. 

* 
Film Expose on “Quackery in Arthritis” 
* Paul Hance Productions has completed 
shooting a seven-minute documentary for the 
Arthritis and Rheumatism Foundation called 
Quackery in Arthritis. The picture has ex- 
cerpts from the latest Kefauver Hearings which 
exposed a $250,000,000 swindle in fake 
arthritis remedies. 

* 
Sweetman Merges With Bay State Studio 

; Merrill Sweetman, former independent film 
maker of Bethel, Conn. has merged his pro- 
duction activities into Bay State Film Produc- 
tions, Inc., Boston & Springfield, a presstime 
note reveals. Lad 


If We Want Better Commercials— 


Why All the Gimmicks? 


OBERT L. LAWRENCE, head of Robert 
Lawrence Productions, New York, has 
urged advertisers to spend more of their 

production funds on creativity and less on 
“jazzy substitutes.” 

In an open letter mailed last month to 2,500 
advertising managers and agency executives, 
Mr. Lawrence estimated that less than 7 per 
cent of television advertising expenditure is 
being earmarked for commercial production— 
$100,000,000 of the total of $1,525,500,000 
in 1959. 

Acknowledging that the sum is sufficient to 
make effective commercials, Mr. Lawrence said 
that in fact it does not achieve that end 
“because not enough of it is being channelled 
in the right direction—into production crea- 
tivity.” He cited as three substitutes for 
creativity the gimmick, quantity, “whereby 
three mediocre commercials try laboriously to 
do the job of one good one,” and noise, “which 
has made commercials talkier than ever.” 

While the cost of commercials has risen 
approximately 75 per cent in the past ten 
years, Mr. Lawrence wrote, little of the in- 
crease has gone into the employment of top 
creative talent in production. 

“The pity of it is that the talent is on 
hand,” he said. “That is why, we are con- 
vinced, commercials are better than ever. But 
the masterful commercial is still rare; it evokes 
ecstatic viewer response, grateful critical plau- 
dits, only because it stands out so sharply 
amidst a plethora of pap.” 

Mr. Lawrence attributed much of the restric- 
tion on production creativity to the competitive 
bidding system. As it is widely practiced in 
the commercial industry, it requires an agency 
to ask three or more producers to submit 
budgets for each production. Since the pro- 
duction is often assigned to the lowest bidder, 
Mr. Lawrence said, it is price and not merit 
that predominates. 

“It seems incredible,” he asserted in his 
analysis of the bidding system, “that commer- 
cials, the catalysts that convert the prodigal 
television investment into sales, are still ap- 
propriated with the sensitivity that is normally 
reserved for miscellaneous trivia.” ye 


HOUSTON FEARLESS 


PANORAM 
DOLLIES 


Thoroughly Overhavled—Guaranteed 
SPECIAL LOW PRICE 


4-Wheel. . . $1,400.00 
5-Wheel... 1,800.00 


Immediate 
Delivery! 


CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N.Y. 


For Title Needs 
we ‘Serve You Right!” 


We have just installed the latest mode! typecaster 
to serve you better. Over 90% of our type is cast 
new for every frame assuring you of clean-cut letters 
—at no greater cost to you. The finest equipment, 
the best available craftsmen, reasonable prices plus 
speedy service are some of the reasons why Knight 
Studio, Chicago, “Serves You Right’ for your titles. 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago 11, Illinots 
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THE BUSINESS SCREEN EXECUTIVE 


Writer J. E. Magee Joins 
the Staff of Granducci, Inc. 
vx James E. Magee, 31-year-old 
film writer whose screenplays won 
nine awards in 1959, has joined 
the staff of Scripts by O6cveste 
Granducci, Inc., of Washington, 
D.C. 

Magee’s six years of film writ- 
ing have been spent in Hollywood 
for RKO, and in Chicago for 


Dallas Jones Productions, Inc. as 
staff writer, for Fred A. Niles 
Productions, Inc., where he was 
TV writer and Creative Director, 
and free lancing. 

Magee-written films have won 
awards at the American Film 


Is Your Film 


e Scratched? 
e Dirty? 

e Brittle? 

e Stained? 
e Worn? 

e Rainy? 

Damaged? 


Then why not try 


HE FILM DOCTORS 


Specialists in the Science of 
FILM REJUVENATION 


RAPIDWELD Process for: 
e Dirt 
e “Rain” 


e Scratch-Removal 
e Abrasions 


apid 


FILM TECHNIQUE .. 


7-02A 27th Street, Long Island City 1, N. Y. 


Founded 1940 
Send for Free Brochure, “Facts on Film Care” 


New Life For Old Film 
Long Life For New Film 
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Festival and the Brussels Fair, as 
well as a Christopher Award and 
a nomination for the TV “Emmy” 
in the Programs category (Mid- 
west). His screen play for Fire- 
stone, Through A Rear View 
Mirror, produced by Dallas Jones, 
was named one of the top ten 
motion pictures in Variety's Na- 
tional Survey of Television Direc- 


tors. 


* 


Dunn to Direct Broadcasting 
at Wade Advertising, Chicago 

Richard M. Dunn has recently 
joined the Chicago office of Wade 
Advertising, Inc., as director of 
broadcasting. He will work di- 
rectly with the television, film and 
business affairs departments on all 
accounts. 

For the past three years Dunn 
was assistant to Lewis H. Titter- 
ton, vice president in charge of 
the teevee program department of 
Compton Advertising, New York. 
Other previous agency connections 
include N. W. Ayer & Son, Stock- 
ton West Burkhart in Cincinnati, 
and the Biow Company. 

Dunn conceived and was agency 
producer for what are said to be 
the first two spectaculars: “trib- 
utes” to Richard Rodgers and Irv- 
ing Berlin, telecast on NBC-TV. 


California Spray Chemical Co. 
Names Visual Aids Specialist 

Geoffrey W. Fullick was re- 
cently promoted to the newly-cre- 
ated position of advertising spe- 
cialist in visual aids at California 
Spray-Chemical Corporation, 
Richmond, according to Louis F. 
Czufin, manager of the company’s 
advertising division. Fullick was 
formerly an ad technician in the 
department. 

His new duties include supervi- 
sion of films for trade and con- 
sumer audiences, and the prepara- 
tion of slides and other visual 
material for training and public re- 
lations purposes. The expanded 
advertising program requires a 
full-time specialist to handle visual 
media, Czufin said. 

Fullick graduated from the Uni- 
versity of 

x 

Radiant Becomes 

a Publicly-Owned Enterprise 

ye David A Foxman, president of 
the Radiant Lamp Corporation, 
has announced that the New Jersey 
manufacturing concern has been 
recapitalized into a publicly owned 
enterprise. The new capital struc- 
ture will facilitate expansion. 
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musifex co 


45st. 


COMPLETE 
MUSIC & SOUND EFFECTS 
SERVICE 


e BACKGROUND MUSIC SCORING 


e SOUND EFFECTS 


e MUSICAL SOUND EFFECTS 
e INDUSTRIAL MUSIC LIBRARIES 


FOR LEASE... 
¢ ORIGINAL SCORES 


e SOUND EFFECTS LIBRARIES 


FOR SALE... 


Musifex talent proven on 
over 4,000 productions. 


FLY - PHONE - WIRE - WRITE NOW 
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=" ANIMATION INC. 


INTRODUCING THE 


an exciting new motion 
picture technique by 
ANIMATION, INC. 

of Hollywood 


For those who want to use 

animation but who cannot 

afford the cost of full animation 
.. we have evolved a new film 

technique. Somewhere between 

the full-animation film and 

the filmstrip, we call it 

“FILMGRAPH” It has the 

humor, warmth and effect of full 

animation. It is animation. 

But the cost is far less— 

a fraction, in fact! We predict 

a rosy future for it. . and invite 

you to be among the first 

to use it and profit from it. 


Write today for details 


736 N. SEWARD ST. 
HOLLYWOOD 38, CALIF. 
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THE INDEX OF SPONSORED FILMS 


vw This reader’s reference guide covers motion picture and slidefilm 
programs reviewed in Volume Twenty (°59) of BUSINESS SCREEN. 
The issue number and page on which a case history or feature 
article appeared are shown for each sponsor and film title below. 


SPONSOR 


Abbott Laboratories 


Acushnet Process Co. 

Aetna Casualty & Surety Co. 
Aericultural & Chemical Div. 
Allis-Chalmers Mfg. Co. 


Aluminum Co. of America 


American Can Co. 
American Cancer Society 
American Cyanamid Co. 


American Dental Assn. 
American Express Co. 


AFL-CIO 


American Film Producers (Synd,) 


American Foreign Insurance Co. 


American Inst. of Certified 
Public Accountants 
American Medical Assn. 
American Motors Corp. 
American Red Cross 


American Society of Travel Agents 
American Telephone & Telegraph 


Co. 


Autonetics ‘Div. 
Aveo Div. 


Babeock & Wilcox 

Behlen Mfg. Co. 
Behr-Manning Co. 

Bell Telephone Laboratories 
Bestwall Gypsum Co. 
Bethlehem Steel Co. 

Better Business Bureaus 
Better Selling Bureau (Synd.) 
Boston's United Fund 
Bristol-Myers Co. 

British American Oil Co. 


California Oil Co. 

Canadian National Railways 
Champion Paper & Fibre Co. 
Chesebrough-Pond’s, Ine. 
Chicago Printed String Co. 
The Christian Science Monitor 
Ciba Pharmaceutical Products 
Cities Service Oil Co. 

Clairol, Ine. 

Coca Cola Co. 


Geo. W. Colburn Lab. 
Colonial Williamsburg 
Columbia Gas System 
Container Corp. 

Convair Div. 

Cook County Welfare Dept. 
Cook Electric Co. 


Council of Social Work Education 


Credit Union International 
Credit Union National Assn, 


Daisy Mfg. Co. 

Daniel, Mann, Johnson & 
Mendenhall 

Dartnell Corp. (Synd.) 

Douglas Fir Plywood Assn. 

Dow Chemical Co. 

Dow Corning Corp. 


DuPont Co. 


Eastman Kodak Co. 

Edison Electric Inst. 
Educational Testing Service 
Employers Mutual of Wausau 


Equitable Life Assurance Society 


Evinrude Motor Div. 


FILM TITLES 
Fire & Explosions from Flammable 

Anesthetics 
Volded Rubber 
Look Who's Driving 
Sparkplugs of Plant Nutrition 
Safe Farming—U.S.A. 
Pre-Selling for Dealer Profit 
A Product of the Imagination 


A Dynamic Program 

Routine Pelvic Examination 
Roots and All 

Phosphate Mining 

This Is Magic 

Pattern of a Profession 
Voney—Forms and Functions 
Americans at Work Series 
Rescue Breathing 


1 Worldwide Insurance Venture 
CP 


Rehabilitation Adds Life to Years 
America—The Automobile Age 
Teaching Johnny To Swim 
Those Who Care 

Innocents Abroad 

The Alphabet Conspiracy 
Veasuring Up 

Your Voice and the Telephone 
Plan for Pleasant Living 
Nautilus Arctic Passage 

Down to Earth 


= 
Underway 
Why Dry? 


Cast Off for Family Fun 
Scientific Film Series 
Design for Fire Protection 
Film Series 
To Serve the Living 
Insurance Selling Kits 
Anatomy of a Murder 
The Day That Susie Lost Her Smile 
Craftsmen of Canada 

Good Kid Cornelius 
Railroad Builders of the North 
4 Message to No One 
Cry in the Night 
Tie-Tie Go Round 
Assignment: Mankind 
Open Heart Surgery 
Growing with Cities Service 
Vew Dimensions 


Wonderful World 


Title Tales 
Music of Williamsburg 
These Are My People 
Let's Have a Luau 
On Target 
This ls My Friend 
Cinefonics Series 
Summer of Decision 
A Picture of Unity 
Film Series 

Rocket Club 
The Door 


Developing Your Sales Personality 
Olympic Village 1960 

To Please A Woman 

Silastic RTI 

Better Brick Buildings 


Your Silent Guardian 


Vever Start Anything You Can't Refinish 


Pictures Teach at Penheld 
Plan for Prosperity 
Horizons of Science 
Small World of John Pennyfeather 
For All Time 
Report To Ole 


Issue No. 


coc 


Page 


SPONSOR 


Firestone Tire & Rubber Co. 


First National City Bank of N.Y. 


Foot-so-Port Shoe Co. 
Ford Motor Co. 


R. T. French Co. 


Geigy Chemical Corp. 
General Electric Co. 


General Finance Co. 

Girl Scouts of the U.S.A. 

B. F. Goodrich Co. 

Gravure Technical Assn. 

Greater New York Fund 

Grumman Aircraft Engineering 
Corp. 

Gulf Oil Corp. 


Hamilton Watch Co. 
Hammond Organ Co. 
Harrah’s Club 

Hartford Fire Insurance Co. 
H. J. Heinz Co. 

Hobby Industry Association 
Huck Fasteners 


Illinois Dept. of Public Welfare 

Industrial Educational Inst. 

International Assn. of Electro & 
Stereotypers 

International Business Machines 

International Harvester Co. 

International Nickel Co. 


Jacksonville Area Chamber of 
Commerce 


Jersey Central Light & Power Co. 


Johnson & Johnson 


Ken-L Products Co. 
Kiplinger Letter 
Koppers Co. 


Lakeside I abs 
Lederle Labs Div. 


Gertrude Legendre 
Lehigh Safety Shoe Co. 
Licensed Beverage Industries 
Linde Company Div. 
Lockheed Aircraft Corp. 


Long Island Railroad 


Magazine Advertising Bureau 
R. C. Mahon & Co. 
Maine Dept. of Agriculture 


Maremont Muffler Div. 

Marquardt Corp. 

Mayflower Transit Co. 

McCollum, Ray, International 

F. H. MeGraw & Co. 

McKesson & Robbins 

Merrill, Lynch, Pierce, Fenner & 
Smith 

Methodist General Temperance 
Board 

Miller Brewing Co. 

Milprint, Inc. 

Mobay Chemical Co. 

Mobile Homes Mfr’s Assn. 

Monsanto Chemical Co. 


Mutual Benefit Life Insurance Co. 


Mutual of Omaha 


National Aeronautics & Space 
Administration 

National Assn. of Real Estate 
Brokers 


National Assn. of Social Workers 


National Board of Fire 
Underwriters 


National Carbon Co. 


Stanford Univ. 


FILM TITLES Issue No. 
Circle of Confidence + 
The Big Change in World Markets 4 
Visual Selling Series 4 
American Road Show 5 
Step Into 60's 7 
Vore Fun with Parakeets 5 
Paths of Progress 3 
Professional Vacuum Cleaner 
Salesmanship 2 
Easy Living 2 
Life on the Range 4 
What's Cooking? 4 
The Chicago Sports Story 3 
4 Mile High—A Mile Wide 8 
Tommy Gets the Keys 6 
Key to Merchandising 6 
The Onlooker 7 
The Blue Angels 7 
Unseen Journey 8 
The Ages of Time 8 
Voice In A New Market 8 
Winter Olympic Playground—1960 7 
The Fable of Freddy Fire 7 
Little Skiers Big Day 
4 Million Miles of Model Railroads 7 
New Fastening Methods 8 
A Stranger in the Family 6 
Functional Drajting 
The Electrotype .. . 
Teamwork in Action 5 
Taming a New Frontier l 
Refining Copper 6 
The Jacksonville Story 6 
The Wonderjul Age of Electricity 3 
4 New Message for a New Market 5 
Member of the Family 6 
Washington at Work 7 
Vission-Sonic Boom 8 
— 
Pharmacological Approach 7 
Aristocort: Use in Dermatology 3 
Nassau Holiday 5 
Beyond Gauguin 7 
Wischief Afoot 2 
A Toast To Truth 5 
A Gift of Kings 4 
Pattern for Profit 3 
Operation Big Stick 3 
It’s a Small World 7 
Our Family Album Slide Presentation 4 
= 
Ideas for Sales 4 
Riverfront Story 1 
Film Series 
Market Man 8 
Vuffler Magic 6 
Power for Bomarc 8 
Vayflower Story 6 
Geograph Goes Global 3 
Of Men and Machines 2 
A Sure Thing 2 
Vr. Webster Takes Stock 2 
Stop Driving Us Crazy 8 
Vilwaukee—Sports Center 8 
New Trends in Laminated Packaging 8 
F oamagic 5 
Alcan Trailer Trek 2 
Toys That Teach 3 
The Later Years 5 
The Two Wheel Bike 8 
The Biggest Bridge in Action 5 
Operation Mercury 3 
The House Hunters 8 
VUember of the Team 1 
A Tale of Two Towns 4 
The Challenge 6 
Penelope Changes Her Mind 7 
Assignment Anti Freeze 4 
Carbon Arc Projection 3 
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THE INDEX OF SPONSORED FILMS | 


SPONSOR 


National College of Surgeons 

National Educational Films 
(Synd.) 

National Funeral Directors Assn. 

National Life Insurance Co. of 
Vermont 

National Machine Tool Builders 
Assn. 


New Mexico Game & Fish Dept. 


Mexico State Land Office 
York Power Authority 
York Shipbuilding Co. 
York Stock Exchange 
York Telephone Co. 


New 
New 
New 
New 
New 


Obrig Laboratories 

Ohio Oil Co. 

Ontario Medical Assn. 

Orr Industries 
Owens-Corning Fiberglas Co. 
Oxweld Railroad Dept. 


Pan American World Airways 
Panhandle Eastern Pipe Line Co. 
Chas. Pfizer & Co. 

Pillsbury Co. 

Port of New York Authority 
Portland Cement Assn. 

Procter & Gamble 

Pure-Pak Div. 

Purex Corp. 


Reform Judaism Social Action 
Comm. 
J. B. Roerig & Co. (Pfizer) 


Roundtable Productions (Synd.) 


Samsonite Luggage Co. 

Santa Fe Railway System 

Saturday Evening Post 

Savings Bank Assn. of 
Massachusetts 

Schering Corp. 

Seagram Distillers 

Simonds Abrasive Co. 

Smith, Kline & French Labs 


Southern Bell Telephone Co. 

Southwestern Bell Telephone Co. 

Standard Pressed Steel Co. 

State Farm Mutual Auto 
Insurance Co. 

Stokely-Van Camp 

Henry Strauss & Co. (Synd.) 

Street & Smith 

Superior Electric Co. 

Swissair 


Tapco Div. 
Tele-Sports (Synd.) 
Texaco, Inc. 


Trans-Canada Pipe Lines 


Transfilm Ine. (Synd.) 


Union Pacific Railroad 
United Fund of Allegheny County 
United Rubber Workers 
United States Air Force 


United States 
United States 
Corps 
United States 
Comm. 
United States Coast Guard 
United States Commerce Dept. 
United States Navy 
United States Rubber Company 
United States Steel Corp. 


Army 
Army Engineer 


Atomic Energy 


\ isking Co. 
Volkswagen 
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VOLUME 


FILM TITLES 


Hands We Trust 
The International Trophy Tournament 


To Serve the Living 
Your Future with National Life 


One Hoe for Kalabo 


Wildlife World 
Trail of the Turkey Track 
The Big Land 
The St. Lawrence Power Project 
Underway 
Who Owns American Business? 
All About New York 
Contact Corneal Lenses 
The Big Risk 
The Fallacy of Irreversible Shock 
Objective: Perfection 
Peace and Quiet 
Clear Board for Ribbonrail 
Something New Under the Sun 
Impact 
Dynamic Careers Through Agriculture 
Sales Meeting 
The Fabulous Decade 


The Great White Way 


The Work of My Hands 


The Relaxed Wije 
The Engineering of Agreement 
Imagination at W ork 
Pattern for Instruction 
Wiss Silhouette Goes to the Fair 
All the Way 
The Big Year 
The Money Tree 


Film Report on Fulvicin 

Fight for Fame 

Grinding Wheels and Their Application 
Psychiatric Nursing 

A World Alone 

Dial the Miles 

The Case of Jim Cannon 

A Talk with Mr. D. 

Spots 


Frozen Food Progress 

More Than Words 

T.O.P. Secret 

Light As You Like It 

Asia Unlimited 

Tapco Capabilities 

Bow Hunters’ Sajari 

The Veterinarian 

Shear Magic 

Natural Gas Goes East 


Sales Report—Zero 


Golden Gate Empire 
Won in a Walk 

A Mighty Fine Union 
Checkmate 

Beyond Stick & Rudder 
ALCH-RVR 
Memorandum Security 
Greenland 


The Atom on the Farm 


Loran Duty—A Challenge 

Uncle Sam Goes to the Trade Fairs 
Basic Medical Training Films 

The Greatest Tire Advance 

Plan for Learning 

Rhapsody of Steel 
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Production Protection on the Farm 
Five Miles West 
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QUEENSWAY FILM STUDIOS 
1640 THE QUEENSWAY TORONTO CANADA 


A DIVISION OF §. W. CALDWELL LTD. 


Hiram Walker, Inc. 

Warner Chilcott Labs 
Western Electric Co. 
Westinghouse Electric Corp. 
The Wool Bureau 
Zonolite Co. 


Secret Cargo 

The Hidden Tear 

In Your Defense 
Integrity Plus 

Wool, The Wonder Fiber 


Water Repellent Masonry 


The Land and the People 


A complete Visual Kit--including: 


7 Color Sound Slide Films 
4 LP Records 

16 Full-Color Study Prints 
4 Artifacts 


| Teachers Guide 


(Film strips and study guides 
available as separate units.) 


Covering: 


Geography History Art 

City Life © Country Life 
FULL PRICE $58.00 

Age: Junior High to Adult 


Previews to schools and educational 
organizations available free - write: 


INTERNATIONAL COMMUNICATIONS FOUNDATION 
9033 Wilshire Blvd. Beverly Hills, Calif 


A non-profit Foundation established to promote 
better understanding between nations of the world. 
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NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


EASTERN STATES 


e MASSACHUSETTS e 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


e NEW JERSEY e 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


e NEW YORK e 


Association Films, Inc., 347 Mad- 
ison, New York 17. 

Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 

Crawford, Immig and Landis, 
Inc., 200 Fourth Avenue, New 
York 3, New York. 

The Jam Handy Organization, 
1775 Broadway, New York 19. 

S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 

Training Films, Inc., 150 West 
54th St., New York 19. 


Visual Sciences, 599BS Suffern. 


e PENNSYLVANIA e 


Appel Visual Service, Inc., 965 
Liberty Avenue, Pittsburgh 22 


Oscar H. Hirt, Inc., 41 N. 11th St., 
Philadelphia 7, WAlnut 3-0650. 


International Film Center, Audio- 
Visual Equipment Rental Serv- 
ice, 1906 Market St., Philadel- 
phia 3, LOcust 3-7949. 


J. P. Lilley & Son, 928 N. 3rd St., 
Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 0143. 


e WEST VIRGINIA e 
B. S. Simpson, 818 Virginia St., 
W., Charleston 2, Dickens 6- 
6731. 
SOUTHERN STATES 


e FLORIDA e 


Norman Laboratories & Studio, 
Arlington Suburb, P.O. Box 
8598, Jacksonville 11. 


e GEORGIA 


Colonial Films, 71 Walton St., 
N. W., JA 5-5378, Atlanta. 


e LOUISIANA e 
Stanley Projection Company, | 117 
Bolton Ave., Alexandria. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 12. 
Phone: JA 5-9061. 


e MARYLAND e 


Stark-Films (Since 1920), Howard 
and Centre Sts., Baltimore 1. 
LE. 9-3391. 


e TENNESSEE e 


Southern Visual Films, 687 Shrine 
Bidg., Memphis. 


MIDWESTERN STATES 


e ILLINOIS e 


American Film Registry, 1018 So. 
Wabash Ave., Chicago 5. 


Association Films, Inc., 56] Hill- 
grove, LaGrange, Illinois. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


e MICHIGAN e 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
Zone 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


e OHIO e 


Academy Film Service, Inc., 
2110 Payne Ave., Cleveland 
14. 


Films Unlimited Productions, 137 
Park Ave., W., Mansfield. 


LIST SERVICES HERE 


Qualified audio-visual dealers are 
listed in this Directory at $1.00 per 
line per issue on annual basis only. 


Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
Dayton. Phone: ENterprise 
6289. 

Twyman Films, Inc., 329 Salem 
Ave., Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massilon. 


WESTERN STATES 


e CALIFORNIA e 


LOS ANGELES AREA 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 
28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, Hol- 
lywood 28. 

Photo & Sound Company, 5525 
Sunset Blvd., Hollywood 28. 
Ralke Company, Inc. A-V Center, 
849 N. Highland Ave., Los 

Angeles 58, HO. 4-1148. 

S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 57. 


SAN FRANCISCO AREA 


Association Films, Inc., 799 
Stevenson St., San Francisco. 


Photo & Sound Company, 116 
Natoma St., San Francisco 5. 


Westcoast Films, 350 Battery St., 
San Francisco 11. 


e COLORADO e 


Audio-Visual Center, 28 E. Ninth 
Ave., Denver 3. 


Davis Audio Visual Company, 
2023 E. Colfax Ave., Denver 6, 


e OREGON e 


Moore’s Motion Picture Service, 
1201 S. W. Morrison, Portland 
5, Oregon. 


e TEXAS e 


Association Films, Inc., 1108 Jack- 
son Street, Dallas 2. 


e UTAH e 


Deseret Book Company, Box 958, 
Salt Lake City 10. 


Hayakawa’s Film Series 
on “Language in Action” 


S. I. HAYAKAWA, interna- 


tionally-known semanticist, 


his puppet friends, Fuddly 


and Crashaw, analyze the funda- 
mental processes of human com- 
munications in a new series of 
films on Language in Action. The 
programs were filmed for tele- 
casting by the nation’s 33 educa- 
tional TV stations and subsequent 
16mm distribution. The series was 
produced by Station KQED, San 
Francisco, for the National Edu- 
cational Television Center. 

Using examples from popular 
songs, poetry, advertising and 
everyday conversation, the doctor 
discusses means of “expanding 
the limits of one’s language” in 
accordance with our basic human 
responsibility: to communicate. 
He provides illustrations of the 


| fact that the communication proc- 


ess involves finding common areas 
of experience, pointing out that 
toward this end listening is as im- 
portant as speaking. The two pup- 
pets help put over basic language 
problems. 

The Language in Action series 
consists of 13 films: Talking Our- 
selves Into Trouble, Maps and 
Territories, What Is Language?, 
Hiding Behind the _ Dictionary, 
Where is the Meaning?, Experi- 
ence as Give and Take, The Task 
of the Listener, How We Know 
What We Know, The Language of 


| Advertising, The Semantics of the 


BUSINESS SCREEN 


Popular Song, Words That Don't 
Inform, What Holds People To- 
gether? and How to Say What You 
Mean. 

Dr. Hayakawa is a professor of 
language arts at San Francisco 
State College. His book, “Lan- 
guage in Action,” was a Book-of- 
the-Month Club selection, and the 
revised edition, “Language and 
Thought in Action,” was also a 
best seller. He is editor of the 
magazine, “ETC: A Review of 
General Semantics,” and has ed- 
ited two books based upon articles 
in the publication, “Language, 
Meaning and Maturity” and “Our 
Language and Our World.” The 


| doctor attended the Universities 
| of Manitoba (Canada) and Mc- 


Gill and has taught at the Uni- 


| versity of Wisconsin and Illinois 
| Institute of Technology. 


The films are being made avail- 
able for group rentals through 
college and university film libra- 
ries in various states. For infor- 
mation on sources contact the Na- 
tional Educational Television 
Center, 10 Columbus Circle, New 
York City, 19. hy 
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THE GREATEST SALESMAN 
SINCE P. T. BARNUM 


COMPLETELY AUTOMATIC WITH 
BUILT-IN SCREEN 

@ Self Contained Speaker and Screen 

@ Portable—Easy to Carry and Operate 

@ Always Ready to Show Anywhere 

@ Uses Standard 16mm Films 

@ Proven Effective and Dependable 

@ Used in Exhibits, Special Displays 
Point-of-Purchase, Training Sales, etc. 

@ Shows Products That Are Difficult or Impos- 
sible to Demonstrate by Other Means 


<2 
= WRITE TODAY FOR 
COMPLETE INFORMATION 


BUSCH FILM AND EQUIPMENT CO. 
214 S. Hamilton SAGINAW, MICHIGAN 


push .. 
snap... 
bind... 


FAST-ACTION 
BINDING KIT 


Two-hole 
kit (shown) 


$13.90 


For binding scrapbooks, photo albums, 
records and papers of all types. So handy, 


so easy, so versatile . . . for home or of- 
fice. Just insert pages and punch, then 
pick a colorful binding tube from the 
spin dial base, snap into place. In seconds 
you have a neat, orderly looking, colorful 
volume. 

Other models available: 


3-hole kit—$17.90; 4-hole kit—$29.95 


Write for free booklet. Dept. BS 


TAUBER PLASTICS, INC. 
200 Hudson St., N.Y.C., WO 6-3880 


NUMBER 3 © VOLUME 21 © 1960 


1960 SALES MEETINGS: 


PHILLIPS 


(CONTINUED FROM PAGE FIFTY-FOUR) 


by Centron and engineered and built by Asso- 
ciated Theatrical Contractors of Kansas City, 
Missouri, makes possible this type of presenta- 
tion. The sets are readily portable, folding 
into a box 8 feet long, 2! feet wide, and one 
foot deep. This box also doubles as a 
speaker's platform for the district manager 


This 8-foot “engineered” container holds the 
portable sets, was designed by Centron for 
Phillips traveling sales meetings. 


and his assistants. It can be easily carried in 
a station wagon to the various meetings in the 
sales district. 


Set-Up Time Takes Only an Hour 

The set fits almost any size room, with side 
curtains adjustable for up to a 40 foot width. 
It can be assembled, or disassembled and 
packed, in less than one hour. In addition, 
the 18 duplicate sets will be usable for several 
years. 

Five or six shorter films will be compiled 
from the 94 minutes of motion pictures in the 
production. These will be used in the Phillips 
dealer training program. 

The success of the production lay in the 
behind-the-scenes cooperation between the 
Centron staff and the Phillips’ people, such as 
Lyle Fought, Paul Warner, and their commit- 
tee. As a result, it was possible to get a great 
amount of information into the sales meeting, 
and still to make it an entertaining, exciting 
program. 

* * * 
Introducing Our New Columnist 
ye In our next issue, Eyre Branch brings you 
the first of his new technical columns *Pro- 
jecting the Picture.” This one deals with the 
advent of 8mm sound, its potentials and limi- 


tations for the business user. Ly 


WANTED TO BUY FOR CASH 
16MM AND 35MM CAMERAS 
AND ACCESSORIES 
MITCHELL—BELL & HOWELL STANDARD 
AND EYEMO—ARRIFLEX—MAURER—ALSO 
LABORATORY, EDITING AND 
LIGHTING EQUIPMENT 
CAMERA EQUIPMENT CO., INC. 
315 WEST 43RD STREET 
NEW YORK 36, N.Y. 
CABLE—CINEQUIP 


“RESCUE 
BREATHING” 


the FIRST and ONLY SAFETY FILM 
teaching the NEW methods of 


MOUTH-TO-MOUTH 
RESUSCITATION that... 


e has been officially approved for pur- 
chase under the Federal Contributions 
Program. 

e was officially approved and endorsed 
as a teaching film by the New York and 
American Societies of Anesthesiologists. 
e has won THREE National 1959 film 
awards: the NATIONAL SAFETY FILM 
CONTEST, the EFLA BLUE RIBBON and 
the CHRIS AWARD. 

e was produced under the technical su- 
pervision of the foremost MEDICAL au- 
thorities on the subject. 


Running Time—21!/. Minutes 

| 16mm Color Sound Print .............$200. | 

| 16mm B&W Sound Print.......... $110. 
25% Discount on 6 or More Prints | 
Now available in ENGLISH, FRENCH, SPAN- 
ISH and PORTUGUESE versions. Please spec- 


ify language version you wish to purchase. 


Send Orders or Requests for 
Previews for Purchase to: 


AMERICAN FILM PRODUCERS 


DEPT. RB-3, 1600 BROADWAY, NEW YORK 19, N. Y. 
PL 7-5915 


SALESMEN GET IN 
STORY GETS TOLD... 


* Theater Quality 
16mm Sound 
Projector 

* Film Safety Trips 

* Easiest to Use 

* Lowest in Cost 

* Lightest in Weight 

* 50,000 Users 
Can't Be Wrong 

* Lifetime Guarantee 
Your Salesmen's Pal 

Your customer enjoys o 

theater presentation on 

his desk. Sets up easily 

. in three minutes or 
less. You're in with your 
story — You're out 
with a sale. 


Ideal for large 
screen projec- 
tion too. 


Complete with 
screen .... $349.50 


Write for Free Catalog 


rue HARWALD 


1245 Chicago Ave., Evanston, lil. 
Davis 8-7070 
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OUALITY-BUILT 
Film Shipping Cases 


e Best quality domestic fibre 
e Heavy steel corners for 
added protection 
e Durable 1” web straps 
e Large address card holder 
with positive retainer spring 
e Sizes from 400’ to 2000’ 
OTHER “QUALITY-BUILT” ITEMS: 
Salon Print Shipping Cases 
Sound Slidefilm Shipping Cases 
(for Transcriptions & Filmstrips) 
2” x 2” Glass Slide Cases 
Filmstrip Shipping Cases (holds up 
to 6 strips plus prtd. literature) 
Write direct to manufacturer for catalog 


WM. SCHUESSLER 


361 W. Superior St., Chicago 10, Illinois 


FILM SERVICING 
and DISTRIBUTION PROBLEMS SOLVED 


COMPLETE TV FILM 
EXPEDITING ... and 


MOTION PICTURE SERVICING 
FILM STRIPS—CUT, CANNED 
and PACKAGED 


Write or Call 


HIGHLY 
VACUUMATE CORP. 


446 West 43rd St., W.Y., NY. 
yYouR NEEDS 


ALL SERVICE 


BOUND VOLUMES 
OF BUSINESS SCREEN 


vy A bound volume containing 
all eight issues of Volume 20, 
1959 of this magazine is now 
available at $7.50. Sent post- 
paid if check accompanies 
order. Write: 
BUSINESS SCREEN 

7064 Sheridan Rd., Chicago 26 


Dealers Nominate: Studio Notes and Preview: 


These Events Made News of the Month 


Members Vote on Officers 
of National A-V Association 

Nominations for new officers 
and directors of the National Au- 
dio-Visual Association were re- 
cently announced by Nominations 
Committee Chairman William W. 
Birchfield, Alabama Photo Supply, 
Montgomery. Voting will be held 
among the Association member- 
ship by secret, mail ballot, and 
winning candidates will be an- 
nounced during the 20th annual 
NAVA convention in Chicago, 
August 6-9. 

The following officers were nom- 
inated for the coming year: 

President—Harvey W. Marks, 
Visual Aid Center, Denver, Colo.; 
First Vice President—Mahlon 
Martin, M. H. Martin Co., Mas- 
sillon, O.; J. Howard Orth, Mid- 
west Visual Education Service, 
Des Moines, Ia.; Second Vice 
President — Harold A. Fischer, 
Photosound, Orlando, Fla.; M. G. 
Gregory, Sound Photo Sales Co., 
Lubbock, Tex.; Secretary—Robert 


P. Abrams, Williams, Brown & 
Earle, Philadelphia, Pa.; Peter Al- 
linger, Viewsound Supplies, Van- 
couver, B.C.; Treasurer—Earl 
Harpster, Harpster Audio-Visual 
Equipment, Inc., Cleveland, O.; 
and Mrs. Ruth B. Walsh, Hartley’s 
Motion Picture Division, Bethle- 
hem, Pa. 
* * 

TV Cartoon Productions and 
Kerr Animation in Merger 

TV Cartoon Productions and 
Milt Kerr Animation, both of San 
Francisco, recently announced they 
have merged “to offer northern 
California business the talent and 
service long associated with Holly- 
wood only.” Partners in the new 
firm, Imagination Inc., are Bob 
Hovorka, general manager, Milt 
Kerr, creative director, and Bob 
Mills, production manager. 

Actually, the two animation film 
studios have operated at the same 
address for over three months, as 
a trial period. It worked so well 
that the merger was consummated. 


The New Ektachrome Reversal Print Films 


yy Commercial quality color pro- 
jection prints from new, faster mo- 
tion picture camera films have be- 
come practical with the introduction 
of a new material—Ektachrome 
Reversal Print Film, Types 7386 
(16mm) and 5386 (35mm). 

The new film was announced in 
May by Kodak’s motion picture 
film department. It was developed 
especially for producing high quali- 
ty projection prints from Eastman 
Ektachrome ER Films (Daylight 
type, E.1. 160, Tungsten type, E.I. 
125) which were released a few 
months ago. 

The new material “closes the 
gap” for producers of industrial, 
educational, commercial and in- 
strumentation motion pictures, 
making it possible to view quality 
color prints of footage shot on new, 
faster color reversal films, within 
a few hours of shooting. In addi- 
tion, the original is protected from 
possible damage in projection. 

The key to the speed with which 
the print film can be prepared for 
projection is a compatible develop- 
ing process. The Ektachrome print 
material is easily and quickly proc- 
essed, through the same equip- 
ment and chemicals used to de- 
velop the Ektachrome ER camera 
films. Compatible processing, in 


turn, has provided the producer 
with several distinct advantages: 

1. Time. The possibility of the 
print and processing at point-of- 
use eliminates the delays encoun- 
tered in sending originals to other 
locations for printing. At the same 
time, the new material provides an 
indirect economy in preserving the 
original camera footage — often 
damaged as a result of repeated 
projection. 

2. Speed. Standard techniques 
and equipment used for the ER 
camera films will process the new 
print material at a rate of approxi- 
mately 30-50 feet-per-minute—or 
more than 1800 feet-per-hour, dry- 
to-dry time. This is especially im- 
portant in the area of instrumenta- 
tion footage produced in the fields 
of aircraft and missile research and 
development. In most cases foot- 
age of this type is shot at isolated 
locations far from quality commer- 
cial processing laboratories. In ad- 
dition, applications of this class 
often require immediate review of 
films by scientific and engineering 
personnel. Also, prints required for 
government review and/or prime 
contractors can be made quickly at 
point-of-use. 

The new reversal print film is 
available in 16, 35 and 70mm 
widths, the latter on special order. 


Wagner Joins San Francisco’s 
Motion Picture Service Co. 

vr William Wagner, formerly of 
KRON-TV, has joined the staff 
at Motion Picture Service Co., in 
San Francisco. He will serve as 
director/producer, and television 
and art consultant for the company 
which is celebrating its 25th year 
in film production. 

Wagner, a national authority on 
color as it pertains to graphics, 
photography and electronics, has 
been working in visual communi- 
cation for 15 years. He developed 
a system for determining the com- 
patibility of colors in live and 
filmed television that is recognized 
by the three top engineering socie- 
ties related to broadcasting and 
motion pictures. 

His first assignment with MPS is 
to produce a series of films on 
creativity for national distribution 
and to initiate an advertising cam- 
paign. 

Magna Films Announces Move 
To Larger Boston Studios 

vy Magna Film Productions, Water- 
town, Mass., will move its motion 
picture production facilities and 
staff to downtown Boston later 
this summer. Magna President 
Robert Berman said the move was 
instigated by recent developments 
in the city’s campaign to bring 
industry back to Boston. 

The main studio in the four- 
story building at 51 Berkeley 
Sireet, measuring 60 by 70 feet, 
is said to be one of the largest 
film production studio areas in the 
Boston area. 

* 
United Airlines Previews 
vx The new United Airlines’ motion 
picture Office in the Sky is being 
previewed for Federal aviation 
authorities in Washington, D. C. 
on Wednesday, June 8th. Ly 


POSITION WANTED 
VERSATILE 
Interests: science, audio-vis- 

ual arts, writing, law. 
Background: law, manage- 
ment analysis, radar instruc- 
tor (with B.S. in electrical 
engineering ). 

Objective: combine interests 
by assisting in production of 
technical, educational films; 
customer liaison. 

Prefer western states. 


R. M. Norton 
1059 S. Hayworth 
Los Angeles 35, Cal. 

Telephone: WE 3-4107 
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-MOVIELAB FILM LABORATORIE 
MOVIELAB BUILDING, 619 W. 54th ST 
NEW YORK 19, N.Y. JUDSON 6-0360 


* developing color negatives ® additive color printing * reduction printing including A & B ® color 
slide film processing * blowups ® internegatives © Kodachrome scene-to-scene color balanced 


printing © Ektachrome developing and printing ® registration printing * plus complete black and 
white facilities including cutting rooms, storage rooms and the finest screening facilities in the east. 
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VID EN CIE 


Your products, your activities, your policies, your 


company, your industry are always under exam- 


ination. Always there is the need to present the facts. 


The story you tell and the way you tell it are under the 


scrutiny of your publics as well as customers, retailers, 
wholesalers, employees and shareholders. 


Motion pictures or other visual presentations, skillfully 
prepared in the light of long professional experience, can 
determine what happens to you at the bar of critical public 
opinion. To present evidence lucidly, ask the help of 


JAM HANDY 
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